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tough Proofs 


Walter Winchell claims that 
our-color Eversharp ad in Life re- 
ently had double meaning, but 
baybe that’s because people like 
vaiter are always looking for 
fouble meanings. 


we 


Gladys the beautiful reception- 
st says that if she were in the 
dia department, she’s sure she 
ould get all mixed up when it 
ame time to send out orders to 
botroleum World and World Petro- 
uM. 
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“Feel blue on Monday?” solicit- 
busly inquires Nation’s Business. 
Well, subscribers to Kiplinger’s 
Washington Letter usually begin 
betting back to normal about 
hursday. 
2 + 

Maxwell House coffee is going 
» pay somebody $5,000 for a new 
logan to replace “Good to the 
ast drop.” 

Whatsamatter, are people letting 
he last drop get cold again? 


= 3. e 


WDNC, of Durham, N. C., as- 
ured reading of its current pro- 
jotion by tucking in five packages 
f Carolina cigarets, but probably 
VAVE won’t be able to equal the 
eat with the stuff that Kentucky 
vlonels made famous. 


<9 


Ex-Mayor Jimmy Walker is go- 
ng into the record business, but 
hen Jimmy has been making rec- 
rds of one kind and another for 
long, long time. 


. a ek 


Talent costs in the radio field 
ave ballooned, Emerson Foote 
ays, and of course if advertisers 
ion’t start sticking pins in the 
balloon the income tax man will. 


7: oe 


The ANPA annual meeting in 
pril will be omitted this year 
or the first time since 1886, and 
iow the syndicate managers and 


ublishers’ representatives can 
elax, 

| ae ek 
“Emotion makes wars, emotion 


lakes marriages,” insists Cosmo- 


politan, 


And the interesting thing about 
tis that emotion sometimes makes 
doth in the same place. 


— = 


“The Creative Man’s Corner” 
redits a recent Bob Hope broad- 
ast with 61 “solid laughs” and 4 
ases of “mild laughter,” but those 
Studio and camp audiences always 


Were pushovers. 
v v v 
California, a news story says, 


'y develop its own postwar silk 
lusiry. But doesn’t it depend 

whether the immigration laws 
e Japanese silk worm? 


~~. 2 


pbell’s soup gets over 80% 
farm market, Farm Journal 
s, and its only serious com- 
n probably continues to be 
)wn Home Brand. 
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Ho vard Vincent O’Brien thinks 
‘y! ographer who sets his stuff 
u can’t read it should be 
up by his italics. Or put 
itary confinement on short 
s of white space. 


Copy Cus. 


Manpower Ruling 
at Chicago May 
Hit 75 Agencies 


WWC Sets March | 
Date for Cutting 
Male Staffs 10% 


Chicago, Feb. 15.—Advertising 
agencies here, along with other 
companies rated non-essential by 
the WMC, have this week been re- 
ceiving letters—not orders—from 
Lester Brown, WMC area chief, 
instructing them that they must 
by March 1 employ 10% fewer 
employes than they employed this 
time last year. 

The worst feature about the rul- 
ing, from the agency viewpoint, 
is that the entire staff reduction 
must come from among male em- 
ployes, if possible. One agency 
employing 25 workers in all has 
a new employment ceiling of 22, 
but the letter states that the firm’s 
present male employment ceiling 
of 16 must now be reduced to 13. 
In other words, all workers re- 
leased are to be men “if in the 
area director’s judgment this is 
possible.” 

Since early this winter Chicago 
has been designated a Group 1 
area in which there are more jobs 
than there are men and women to 
fill them. WMC officials have au- 
thority to fix the maximum em- 
ployment limits for almost all 
companies in the area. Early last 
week, William H. Spencer, re- 
gional director, directed heads of 
Group 1 areas in Illinois, Indiana 
and Wisconsin to take appropriate 
steps to obtain more war workers. 

Last Friday Mr. Brown issued 
an order containing some defini- 
tions and a general statement to 
the effect that non-essential com- 
panies in this metropolitan area 
must reduce their maximum em- 
ployment levels 10% under previ- 
ously established maxima, which 
were set last July on the basis of 
March, 1944, levels. 


Order Is Not Clear 


At present there is a difference 
of opinion among business men 
here as to whether or not any 
companies have been ordered to 
do anything. Mr. Brown’s order 
last Friday was a general one and 
says nothing specifically about fir- 
ing any employes. His 
now being mailed, are not consid- 
ered orders. It is not clear, fur- 
thermore, how employers may 
appeal from his decision, since 
they have received no orders. 

Most large agencies here inform 
ADVERTISING AGE that they are un- 

(Continued on Page 60) 


Postwar Dream... 


See Page 63. 


letters, | 


in seven easy charts. 


A Letter of Appreciation 
to the many friends of Wrigley’s Spearmint, 
Doublemint and “Juicy Fruit’ Chewing Gum 


Lae ciated wil 
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Products gone, newspaper readers told. 


Won't Cut Quality; 
Plainly-Labeled ‘War 
Baby’ All He'll Sell 


Chicago, Feb. 15.—P. K. Wrig- 
ley, who has never been known 
to let precedent interfere with his 
deep-seated sense of what is right 
and proper, is tossing another 
bombshell into 
the gum field 
this week. 

Having elec- 
trified the in- 
dustry by with- 
drawing the 
major Wrigley 
brands— Spear- 
mint, Double- 
mint and Juicy 
Fruit —entirely 


from civilian 

channels in May P. K. Wrigley 
of last year, 

Mr. Wrigley is now taking the 


ultimate step: He is discontinuing 
the manufacture of these impor- 


29 Middle-Size Agencies 
Do $200,000,000 Volume 


Bates, Donahue & Coe, 


Join Over-$ 10,000,000 


[Copyright, 1945, by 


Advertising Publications, 


and Seeds 
Group 


Ine. Reproduction 


in whole or in part expressly prohibited without written permission.] 


By LAWRENCE M. HUGHES 


New York, Feb. 13. — Twenty- 
nine medium-size advertising 
agencies, in or very near the 
$5,000,000-$10,000,000 bracket, had 
combined billings of about $200,- 
000,000 in 1944, ADVERTISING AGE 
estimates from a survey of top 
executives of these companies. The 


volume of all agencies in this 
bracket, in fact, may have been 
half as large as the total of those 
which last year billed $10,000,000 
or more. 

In its issue of Jan. 8, AA esti- 
mated that 22 major agencies had 
combined billings of $515,000,000 
in 1944. The $10,000,000-and-up 


Wrigley Takes Three Top 
Brands Out of Production 


tant brands entirely. 

Heretofore, Spearmint, Double- 
mint and Juicy Fruit have been 
available to the armed forces; they 
have been packed in ration kits 
and have been sold at PX’s over- 
seas, and many who thought the 
withdrawal of these brands from 
the civilian market was a drastic 
step were willing to admit that the 
good wiil and habit of use en- 
gendered in the armed forces 
might compensate for the tempo- 
rary loss of the civilian market. 


It’s Easy: No Supplies 


But now the armed forces as 
well as the civilians will have to 
get along with Orbit, which Wrig- 
ley frankly labels as a “war baby” 
of lesser quality than the com- 
pany’s peacetime brands. The rea- 
son for the unprecedented step is 
simple to P. K. Wrigley: The ac- 
cumulated Wrigley supplies of top 
grade gum base, which comes 
from Sumatra, Borneo and other 
areas in the Far East,are exhausted. 

(Continued on Page 58) 


user, will also be announced. 


Last Minute News Flashes 


Sheaffer Reverses Trend, Limits Guarantee on Pen 

Ft. Madison, Ia., Feb. 16.—W. A. Sheaffer Pen Company today ad- 
vised dealers that when its new Lifetime Triumph pen is introduced, 
via the March 31 Collier’s and Sunday newspapers of March 4, a guar- 
antee, limited to the gold point, and valid during the life of the first 
The complete pen will be guaranteed 
only against defective materials or workmanship. 


Frigidaire Plans Three-Phase Program for 1945 


Dayton, Feb. 16.—Tied to the “Look to the favorite—Look to Frigi- 
daire” theme, Frigidaire division of General Motors will continue its | 
service ads in 1945, will emphasize how its postwar products will meet |cies billed $5,000,000 or more in 
consumers’ needs, and will run a special series on commercial refrig- 
eration and air conditioning in magazines and business papers. 


Foote, 


Cone & Belding, Chicago, is the agency. 


| 


‘Hadley Heads Bendix Radio Ad Department 
Baltimore, Feb. 16.—Bendix Radio division of Bendix Aviation Cor- 
Other | poration has appointed Earl L. Hadley director of advertising and sales | 


i | promotion for the company’s AM and FM radios and radio-phonograph 
features: 'combinations. Mr. Hadley has been general manager of Barnes & 
subb >| Reinecke, Chicago industrial design organization, and previously ad- 
Ad-libbing 12| vertising manager of Rudolph Wurlitzer and Majestic rad 
Chain Store Sales. 52 | . . od ; ee 
Editorials . 12 . . 
ia te Gardner Named for Curtiss-Wright Commando 
Farm Linage . 56 | ‘ 
Feature Page 37 St. Louis, Feb. 16.— Gardner Advertising Company has been ap- 
Getting Personal 40| pointed to handle advertising of the Curtiss Commando, product of 
Information for Advertisers 12| Curtiss-Wright Corporation. L. C. MacGlashan is the account execu- 
In Washington . 38 | tive. 
| Magazine Linage . 50 
ituaries . | . ° . 
\Mecaaemenids Rovio :;, Curtiss Succeeds Hirose at ‘Newsweek 
| Postwar Planning 48 New York, Feb. 16.—Donald L. Curtiss, formerly promotion man- 
| Rough Proofs || ager of Good Housekeeping, has joined Newsweek as promotion. and 


| Voice of the Advertiser. 


34 |,research director, succeeding the late Arthur P. Hirose. 


group since has been increased to 
25 with the addition of Ted Bates, 
Inc., and Donahue & Coe, both of 
New York, and Russel M. Seeds 
Company, Chicago. More precise 
information indicates that D’Arcy, 
credited with $16,000,000 in the 
original tabulation, actually came 
closer to $19,000,000 last year and 
thus the total of the 25 major 
agencies has been boosted to about 
$550,000,000. 

Without giving precise figures, 
T. L. Bates of Ted Bates, Inc., 
permits an estimate of $14,000,000 
for its billings in 1944, a gain of 
about $2,000,000 from the 1943 
figure. This agency has only five 
accounts, but all of them are sub- 
stantial: Carter Products, part of 
Colgate-Palmolive-Peet, Continen- 
tal Baking, Fleischmann Distilling, 
and part of Standard Brands. 


Donahue & Coe Up 


E. J. Churchill, president of 
Donahue & Coe, said that its vol- 
ume was “several million” over 
the $10,000,000-mark in 1944, and 
that this represented a “substan- 
tial” gain from 1943. Although 
the agency has about 30 accounts, 
ranging from Atlantic beer to 
Scholl foot comfort appliances, the 
largest is Metro-Goldwyn-Mayer. 

With a 25% increase in 1944, 
Russel M. Seeds Company moved 
just over the $10,000,000-mark, 
reported Freeman Keyes, presi- 
dent. ‘The major gain,” he adds, 
“was the placing of the bulk of 
the space advertising on Raleigh 
cigarets. We have had all the 
radio on the Brown & Williamson 
tobacco products for several years. 
. . . Grove Laboratories substan- 
tially increased its billings in the 
past year, placing through this 
agency alone about $3,000,000 in 
billing. Sheaffer Pen increased 
budgets considerably. . . The only 
|major reduction in billing came 
through our resignation of the 
Mennen account.” 

Some of the. middle-size 


agen- 


| 1944 on scores of accounts. Others, 
such as Lambert & Feasley and 
Sherman & Marquette, approached 
| or exceeded it with just three large 


|}accounts. Ward Wheelock Com- 
}pany with just two accounts 
|Campbell Soup and Whitman’s 


candies—apparently was not far 
below it. 

Dollar volume “standings” of 
larger agencies were shown in the 
Jan. 8 story, because some of them 
did from three to seven times as 
;}much as others. The medium-size 
agencies, however, are listed alpha- 
betically, because some of the 
figures on them are approximate 
and many were within a few per- 
centage points of others. The 


$5,000,000 to $10,000,000 group 
probably includes the following, 
some of which do not quite ap- 
proach the figure: 
Bozell & Jacob 
Brisacher, Van 
Brooke, Smith 


Nordet 
Frem 


& Staff 
h & Dorrance 
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Buchanan & Co. 

Leo Burnett Company 

Caples Company 

Cockfield, Brown & Co. (Canada) 

Federal Advertising Agency 

Gardner Advertising Company 

Geyer, Cornell & Newell 

Grey Advertising Agency 

Duane Jones Company 

H. W. Kastor & Sons Advertising 
Company 

Knox Reeves Advertising, Inc. 

Lambert & Feasley 

Al Paul Lefton Company 

J. M. Mathes, Inc. 

MacFarland, Aveyard & Co. 

MacManus, John & Adams 

Cc. L. Miller Company 

Needham, Louis & Brorby 

Pedlar & Ryan 

L. W. Ramsey Company 

Roche, Williams & Cleary 

Sherman & Marquette 

Wade Advertising Agency 

Walker & Downing 

Warwick & Legler 

Weiss & Geller 

Some of these agencies did not 
reply to the AA questionnaire. 
Others replied, but did not divulge 
figures. 


B & J Over Line 


Nathan E. Jacobs, vice-president 
and general manager. at Chicago 
for Bozell & Jacobs, says that the 
combined business of separately 


iis 


operated B&J offices at Chicago, | billed about $9,000,000 in 1944, as 


Omaha, Indianapolis and Houston | 
amounted to at least $5,000,000 last | 


year, and that billings increased 
about 25% over ’43. He said it 
is difficult to estimate the exact 
amount, especially because of a 
large volume of public relations 
work done for many of the 125 
accounts. 

Pointing out merely that its bill- 
ings in 1944 were in the $5,000,000- 
$10,000,000 bracket, Brooke, Smith, 
French & Dorrance said that its 
New York division gained 20% and 
the Detroit division 25% from 1943 
levels. With the addition of the 
recreation account, which normally 
runs $200,000 annually, BSF&D 
now handles all State of Maine 
advertising. Other new accounts 
last year were Insulux division of 
Owens-Illinois Glass Company; 
John Bean division of Food Ma- 
chinery Corporation, and General 
Electric’s Carboloy division. The 
agency is working on postwar ad- 
vertising expansion plans, among 
others, for Barclay division of 
Hiram Walker, Hudson Motor 
Car, Goebel Brewing, now in 28 
states, Timken-Detroit Axle, and 
Sparks- Withington. 


Buchanan & Co., New York, 


against 
1943. 


less than $8,000,000 in 
About one-third of the vol- 
ume was in motion pictures— 
chiefly Baramount, International 
Pictures*and United Artists. Sub- 
stantial billing also comes from 
Texaco radio. A year-end addition 
was Adam Hat Stores. 


Burnett High in Bracket 


Leo Burnett Company of Chi- 
cago is estimated to have billed 
about $8,000,000 last year. Among 
its 12 accounts are the American 
Meat Institute, Santa Fe Railway, 
The Hoover Company, and Pure 
Oil Company. 

Caples Company moved from 
about $4,000,000 in 1943 to $5,- 
000,000 in 1944, approaching its 
record volume of the late 30’s. 
Three-fourths of its billings last 
year came from railroads—notably 
Union Pacific, which ran into seven 
figures. Others included the Chi- 
cago & North Western, the Rock 
Island and Illinois Central. 

Cockfield, Brown & Co., reported 
from Montreal merely that its 
volume was in the $5,000,000-$10,- 
000,000 bracket. 

Gardner Advertising Company, 
of St. Louis, New York and Kansas 


“HOBBY 
THERAPY” 


Photograph Courtesy Merck & Co., Inc. 


i: gon THERAPY” is probably the best description one 


can give to the fine work being done by Mrs. A. 
Sherman Hitchcock on her weekly WTIC broadcast, 
“How To Enter Contests And Win.” Beginning nearly 
five years ago, the program was designed and has been 
very successful in helping WTIC listeners win prizes in 
national contests. The war, and particularly the great 
increase in the number of hospitalized veterans, gave 
enterprising Mrs. Hitchcock another idea. She is now en- 
couraging her listeners to interest convalescing service 
men in contesting as a hobby for creating mental stimu- 
lation and serenity of mind. From all reports, the plan 
has met with heartening success, and has inspired some 
very generous praise from physicians. 

These war veterans are now discovering what thou- 
sands of Southern New Englanders already know— Mrs. 
Hitchcock’s ‘‘Contest Club Of The Air’ gets them in on 
the “‘pay-off.”’ Prizes awarded to her followers range from 
$25 War Bonds to a mink coat, airplane, and a check for 
$10,000. Results like that make contest activities profit- 
able as well as pleasurable. 

WTIC’s role in this worth-while undertaking is, per- 
haps, an unusual one for a radio station to assume, but 
we believe that our continuing interest in the health, 
happiness, and well-being of our community of listeners 
is more than reciprocated by their loyalty to us—and to 
you who use our facilities. 


City, Mo., handling four major 
railroad accounts, Pet Milk Com- 
pany, Ralston-Purina, and others, 
probably billed between $6,000,000 
and $7,000,000 in the year. 


Geyer, Cornell Up 50% 


Geyer, Cornell & Newell, adding 
about 50% in billings in 1944, was 
up near the top of the bracket and, 
although exact figures were not 
divulged, is estimated at $8,000,000. 
The addition of Continental Oil 
Company and early-year activity 
on the Army Air Forces account 
were factors. Other substantial 
GC&N accounts include the Blue 
Network, Calvert Distillers, Eu- 
reka Vacuum Cleaner, Nash-Kel- 
vinator, New York Central, E. R. 
Squibb & Sons and U. S. Industrial 
Chemicals. 

With about 50 diversified na- 
tional accounts, including Macy’s 
Supremacy drugs and part of 
Firestone, and 10 retail sales pro- 
motion accounts, Grey Advertising 
Agency, New York, boosted its 
billing about 40% in 1944 and is 
now in the $5,000,000-$10,000,000 
bracket. The increase came both 
from expansion of 1943 clients and 
from new accounts. 

Another agency which reported 
a 40% gain last year was Duane 
Jones Company, New York. Start- 
ing with $1,200,000 in March, 1942, 
the agency’s volume rose to $5,- 
200,000 in 1944 and “at the present 
time we are billing in 1945 at the 
rate of approximately $8,000,000.” 
This agency lost Sweets Company 
of America to Ivey & Ellington late 
in 1944, but added the Mennen 
Company, New York State pub- 


Advertising Age, February i\. 


olis. This agency’s billing 
dominantly on*General M 
affiliates—rose from exact y g4 
258,313 in 1943 to $4,782 6ap ; 
1944. In 1943, $4,066,284 we 
time and space and $192,\\29 fo, 
miscellaneous; in 1944, $4, 346 894 
for time and space and $235. 708 


for miscellaneous. 


Lambert & Feasley, Nev York. 
also did not actually get into the 
“middle-size agency” bracket, py 
was close enough to be con idereq 
so. Its billings rose from aboy; 
$4,000,000 in 1943 to slightly Legs 
than $5,000,000. About ‘hree. 
fourths of this was on Lamber 
Pharmacal Company and it: rs 
sidiary, Pro-phy-lac-tic Br 
Company, and one-fourth on Phil 
lips Petroleum Company. 


Lefton in List 


Al Paul Lefton Company report- 
ed that it was in the more-than- 
$5,000,000 group in 1944, with a 
7% increase from 1943, but gave 
no details. This agency has offices 
in Philadelphia, New York, Chi- 
cago, Hollywood and Washington, 
and serves 80 diversified accounts 
—among the largest of which are 
Pennsylvania Railroad and Dixie 
Belle gin. 

MacFarland, Aveyard & (Co. 


Chicago and New York, lists only 
13 accounts, but these include 
Celotex, Stewart-Warner, Zenith 


Radio and The Saturday Evening 
Post. Increased billings on former 
accounts and the addition of two 
new ones during the year ex- 
panded its billings almost 40% 
to more than $5,500,000. 

J. M. Mathes, Inc., as noted Jan 


il 


Reeves Advertising, Inc., Minneap- 


licity, and GOP radio. Bab-O, 
among others, has been with the 
Jones company for several years. 


Kastor Up 20% 


H. W. Kastor & Sons Advertising 
Company, Chicago, reports that it 
billed more than $5,000,000 last 
year. It declined to give more 
exact figures, but reported its 1944 
billings were 20% above the pre- 
ceding year. 

Not quite at the $5,000,000-mark, 
but growing steadily, is Knox 


8, expanded from $8,000,000 in 
1943 to about $9,000,000 last year. 

Well within the bracket is C. L. 
Miller Company, New York and 
Chicago. This agency also has 13 
accounts, the largest of which are 
Corn Products Refining, Curtiss 
Candy and Gordon Baking. Corn 
Products alone is estimated to 
spend more than $3,000,000, mainly 
in magazines and radio, and Cur- 
tiss Candy last year began large- 
scale introductory campaigns for 


(Continued on Page 57) 


‘.THERE 1S NO COUNTY* IN INDIANA, 


AND | DOUBT IF THERE IS A 


COUNTY IN THE NATION, WHICH 


HAS MADE SUCH A CONSISTENT 


CONTRIBUTION TO THE 
WAR BOND PROGRAM...” 


EUGENE o. PULLIAM ' 


* Mr. Pulliam refers to Indiana’s St. Joseph 
County, part of the South Bend Market, 
served only by The South Bend Tribune. 
Circulation more than 82,000. 


The Soulh Mend Tribun 


STORY, BROOKS & FINLEY, INC. National Represento '¥° 
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HE ‘ OMMON lovee. , it- makes new millions respond 


How True Story Uses 
Tue ‘‘Common Toucn’’ To Help Its Readers 
Meet Their Wartime Problems 


low could they marry? What about the parent they each supported; 
vhat about the impossibility of all living together? What about the 
raft? (February’s opening True Story) . 2 « » See 


fae is 18, wants to leave home to study nursing. Her mother believes 
he should stay at home in equally important war work. Both Mae and 
1other discuss it in the February Home Problems Forum . Page 4 


flow to make irreplaceable electrical appliances last longer: Home- 
iaking Editor Esther Kimmel’s interview with the Smithlines, True 
tory readers of Denver, Colo. (February Homemaker) . . Page 87 


What the huge Wage Earner market can buy is one thing. 
What it wants to buy may be another. What makes these 


people respond, what gets them to say yes or no ? 


Mark Twain had it; Lincoln had it. True Story has it 
... the uncommon quality of the common touch that warms 
the hearts of the common millions, makes them responsive, 


and makes them heed what you have to say. 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE TRUE STORY 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT. 
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800 Dailies Vote 
fo Join Bureau 
Expansion Plan 


But Some Executives 
Say $1 Million Goal 
Won't Be Reached 


New York, Feb. 15.—Two weeks 
before the ‘$1,000,000’ expansion 
plan of the Bureau of Advertising 
of American Newspaper Publish- 
ers Association is scheduled to be- 
come operative on March 1, 453 
of the former 523 United States 


memberships and 179 new United 
States members have been signed 
for it. 

Because these 632 memberships 
in some cases represent more than 
one newspaper under the same 
ownership, the bureau estimates 
that more than 700 United States 
dailies are now back of the plan. 
In addition, about 100 Canadian 
dailies, which hold a block mem- 
bership, have approved it—al- 
though their basis of participation 
nas not yet been set. 

As announced to daily newspa- 
pers (AA, Nov. 13, 1944) by Roy D. 
Moore of the Brush-Moore News- 
papers, chairman, and William G. 
Chandler, Scripps-Howard News- 
papers, vice-chairman of the com- 
mittee in charge of the bureau, 
the budget would be expanded 
from its present $400,000 to 
$1,000,000 a year. 

This figure would be reached by 


“each newspaper agreeing to pay, 
each year for a minimum of three 
years, a sum equal to 1% of its 
national advertising revenue after 
deduction of advertising agency 
commissions and cash discounts, 
and excluding supplements, such 
as magazine, comic, book review, 
etc.” 

The plan, Mr. Moore and Mr. 
Chandler explained, would ‘“be- 
come effective if accepted by a 
minimum of the present United 
States membership of the Bureau 
of Advertising, representing a 
minimum dues basis of $750,000 
per year.” 

Although the 453 memberships 
signed for the plan represent 
about 85% of the present United 
States membership, some newsPpa- 
per executives question whether 
the dues-paying basis can provide 
the $750,000 minimum. This it 


was said was due to overestimat- 


ing the total net national adver- 
tising revenue, minus supplements, 
which was figured at about 
$130,000,000. 

Executives at the bureau’s head- 
quarters here said that “we haven’t 
worked out the figures yet,” cov- 
ering new and re-signed members. 
It was emphasized, however, that 
the March 1 effective date still 
holds. 


Would Expand Personnel 


Roy C. Holliss, general mana- 
ger of the New York News, and 
Walter H. Annenberg, publisher 
of the Philadelphia Inquirer, told 
ADVERTISING AGE that their papers 
had not yet signed for the expan- 
sion plan. Mr. Holliss said that, 
although the News is “still con- 
sidering the matter,” his organiza- 
tion believed that the paper short- 
age may last for three years, and 
that it is “useless” to promote for 


RXRAAKERRE ALLEN B. DuMONT LABORATORIES, INC. 2° 


like so many 


other national advertisers 
uses Bhe New Pork Times Magazine 


as a basic part of its 


national magazine campaign 


(prepared and placed by 


Buchanan & Company, Inc.) 


Because The New York 

Times Magazine goes into 
hundreds of thousands of homes 
where the buying power 

is above average—homes in 

every part of the country 

where people appreciate quality— 
national advertisers include it 
in their basic magazine schedules. 
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new business at a time we 
strictions are being placed , 
ent advertisers. 

Mr. Annenberg also tho ight ; 
was “unnecessary to promote f, 
more business at this time.’ Boy; 
the Inquirer and the News have 
been members of the burea.. Bot), 
of them, also, however, ha\e bee, 
active, with the Chicago Tribyn, 
in initiating a ‘“‘newspap net. 
work” plan, on which a $50.09 
research study (AA, Nov. 6. 1944 
is now being made by Mariop 
Harper & Associates, New York 
This study is said to be financeg 
by about 15 major newspapers 
most of whom also are member: 
of the Bureau of Advertising. The 
Chicago Tribune has signed for the 
expansion plan. 

In the absence of J. T. Gorta- 
towsky, general manager, on the 
West Coast, no executive here 0; 
the Hearst Newspapers woul; 
comment. All 16 Hearst paper; 
have been members, except th, 
San Antonio Light. 

Many smaller newspapers have 
signed for the plan because of 
their interest in the bureau’s pro- 
posed new retail advertising de- 
partment, which would be financed 
by $100,000 of the proposed ad- 
ditional $600,000. The sales and 
the promotion and research de- 
partments would be expanded. A 
new sales executive probably wil! 
be announced soon. His work 
would parallel that of William A, 
Thomson, long director of the bu- 
reau, who will continue as admin- 
istrative head. A retail executive 
also will be named soon. 


Ford Dealers to Maxon 

Maxon, Inc., has been selected 
as advertising agency for the Ford 
Dealer’s Association of the Ford 
“A” sales region, which comprises 
Michigan, Ohio, Indiana, Kentucky, 
and most of Tennessee and West 
Virginia. Maxon will handle out- 
door, radio and newspaper adver- 
tising for about 1,000 dealers in the 
area. 


San Francisco 
Radio Picture 
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“It Seems There Were Two Irishmen...” 


0), MAYBE there were three... 


But the principle’s the same—no matter how 
serious an after-dinner speaker is, no matter 
how highbrow his subject, he knows the one 
sure way to win his audience quickly is to 


unbend and tell a funny story. 
Undignified? No, just good common sense. 


I's the same idea, applied to advertising, that 
“wins the audience” to the forty-six man- 
wiacturers whose. sales messages consistently 
fc\low “the stories” in the pages of Puck- 
Tie Comic Weekly. 


L: <e seasoned after-dinner speakers, they know 
there’s nothing undignified about following a 


god story with a good speech. 


Aid “the stories” in Puck are good. But don’t 
b lieve us; believe the 20,000,000 readers who 
hive made “Jiggs and Maggie” the world’s 


tv o best-known Irishmen and who have made 


household words of ““Dagwood and Blondie,” 


oo ef 


“Barney Google,” “The Katzenjammer Kids,” 
“Prince Valiant” and all the other mass- 
beloved characters who people the pages of 


Puck-The Comic Weekly. 


Puck’s more than 6,500,000 families look to 
it for entertainment, laughter, wit and wis- 
dom and they look to it regularly, week after 
week, for the names and sales stories of those 
who know the value of following a good 


story with a good speech. 


Distributed through 15 great Sunday news- 
papers from coast to coast, Puck packs a sales 
punch that can create huge post-war demands 


for your product. 


For more information just call or write 
Puck-The Comic Weekly, 959 Eighth Avenue, 


New York 19, New York, or Hearst Build- 
ing, Chicago 6, Illinois. 


She Advertisers 


Following are the names of 
the manufacturers whose 
advertising has appeared in 
Puck during the last year. The 
majority have run consistent 
schedules—year after year 


Armour & Company 

Baver & Black, Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 
Chesebrough Mfg. Co. Consolidated 
The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 

Derby Foods, Inc. 

Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Eversharp, Inc. 

F. W. Fitch Company 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

Geo. A. Hormel .& Company 
International Cellucotton Products Co. 
The Andrew Jergens Company 


“The ‘Junket’ Folks” 
(Chr. Hansen's Laboratory, Inc.) 


Kolynos Company 

Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 

The Lionel Corporation 
Maybelline Company 

The Mennen Company 
Pepsi-Cola Company 


Pepsodent Division of 
Lever Brothers Co. 


Pillsbury Flour Mills Co. 
Procter & Gamble Co. 

The Quaker Oats Co. 
Ralston Purina Co. 

R. J. Reynolds Tobacco Co. 
Serutan Company 

W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 
Twentieth Century Fox Film Corp. prunes 


U. S. Army Recruiting Service 
Van Camp's, Inc. 


Wilson Chemical Co., Inc. 
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NNPA Meeting Canceled 


The annual meeting of the Na- 
tional Newspaper Promotion Asso- 
ciation, scheduled for April 23 to 
25, has been canceled. It is ex- 
pected that a convention by mail 
will be substituted but dates and 
plans are indefinite. 


Bauer Joins French 


J. W. Bauer, for the past seven 
years assistant to the general sales 
manager of Ralston Purina Com- 
pany, St. Louis, has joined Oak- 
leigh R. French & Associates, St. 
Louis, as account executive. 


Burdett to Hickerson 


Silver Burdett Company, New 
York, textbook publisher, has ap- 
pointed J. M. Hickerson, Inc., New 
York, to handle its advertising in 
the United States and Hawaii. 


. ’ 
Liecty Leaves ‘Gazette 

Austin N. Liecty, president of 
the Daily Gazette Company, Sche- 
nectady, publisher of the Schenec- 
tady Gazette, has retired after 25 
years in that position. He will be 
succeeded by John G. Green, vice- 
president and secretary. Eleanor 
F. Green was elected vice-presi- 
dent and Anna C. Hume, secretary. 
Mr. Liecty will remain as a 
director. 


Kremer Elects Execs 


Marshall J. Smith, for the past 
eight years trade relations director 
of the Memphis Chamber of Com- 
merce, has been appointed a vice- 
president of Merrill Kremer, Inc., 
Memphis agency. Officers recently 
elected were Ernest Hill, presi- 
dent, Homer Gentry, secretary, 
and Mrs. Merrill Kremer, treas- 
urer. 


DuPont Renames Show 

“Cavalcade of America” spon- 
sored by E. I. du Pont de Nemours 
& Co., Wilmington, over the Na- 
tional Broadcasting Company 
network becomes the “Cavalcade 
Theater” with the Feb. 19 broad- 
cast, after ten years of airing 
under the old name. BBDO is the 
agency. 


Goodyear Stores Plan 


to Sell Appliances 

Goodyear Tire & Rubber Com- 
pany, Akron, plans to sell only 
major household appliances, radios, 
small electrical appliances, wheel 
goods and lawn mowers in its re- 
tail stores after the war. Toys and 
furniture are not on the list of 
articles for sale according to an 
article in Retailing. 

Goodyear has found that con- 
centrating on certain articles is a 


better policy than trying to sell 
everything in its 450 company 
owned stores. Also, the company 
definitely has no plans for price- 
cutting since most Goodyear stores 
average somewhat better than 
33 1/3% mark-up. 


Belle Frocks to Bart 

Belle Frocks, Inc., New York, 
dress manufacturer, has appointed 
Stuart Bart Advertising, New York, 
to direct its account. Newspapers, 
magazines, and trade publications 
will be used. 


Waltham to Ayer 


Waltham Watch Company, Wal- 
tham, Mass., has appointed N. W. 
Ayer & Son, New York, to handle 
its account, the first time in the 
95-year-old company’s history that 
a single agency has handled the 
business, 


New oil regulations issued today will be in the Hot spot news (at $110 per year) is on 
hands of most oil management men verbatim 
tomorrow through NPN’s daily “‘Oil-Law-Gram”’. 
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Into war zones where petroleum 
men maintain the flow of fighting 
fuel, there also goes an air-mail 
weekly Overseas Edition of NPN. 


& 


hy ee 
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THE NEWSMAGAZINE 


FOR OIL MANAGEMENT MEN 


oil men’s desks daily through Platt’s 
“Oilgram” news service. 


No desk-bound editor, Warren Platt of National Petro- 
leum News personally covers war-oil news on the 
European front. On the home front, oil management 
men also get the advantage of up-to-the-minute, com- 
plete oil news in National Petroleum News because 
NPN is backed by services and a staff keyed to the 
speed of a daily newspaper. 


For ad men, NPN presents the “War News 
Bulletin”, a newsy digest (free on request) 
of what is happening in the oil industry. 


Advertising Age, February |). 
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‘Double V’ Drive 
for Waste Pape; 


Starts in Marc); 


New York, Feb. 15.—C. F. no, 
ton, sales promotion manager , 
the Strathmore Paper Ci mpan, 
and campaign manager o; 


ape 

for the War Advertising Pane. 
today outlined plans for a new an, 
expanded waste paper drive. 
The campaign, which bezing , 


March 12, will be a coordinate 
effort of all phases of the salvaod 
program. Copy will carry ~ 
“Double V” theme, one “Vy” gj 
victory and other for veteran, Ag 
will plug the idea that money de 
rived from sale of waste pape 
might well be used to aid veteray 
of this war. 

Mr. Norton said that the shor 
age of paper pointed to a possib| 
further cut in paper allotments { 
magazines for the second quarte 
of 1945. Although the Council h; 
worked on paper conservation, thi 
is its first campaign for wast 
paper. 

This campaign will continue fg 
at least 12 months after V-E Da; 
it was said. McCann-Erickso; 
Inc., New York, is the voluntee 
agency. 


Shannon Leaves Brewe 
Newsitz Takes Post 


Roy A. Shannon, advertisin 
manager of Griesedieck Bro 
Brewery, St. Louis, since 1940, hz 
resigned to join 
the Maurice L. 
Hirsch Com- 
pany, St. Louis 
agency, as serv- 
ice director. He 
was. previously 
assistant adver- 
tising manager 
in charge of 
sales promotion 
for Shell Oil 
Company, and 
vice - president 
in charge of 
sales for the George C. Kirn Ad 
vertising Sign Company, St. Loui 

He will be succeeded at Griese 
dieck by Harold N. Newsitz, for 
merly manager of bottled bee 
sales. 


Roy A. Shannon 


‘ s ’ 
Young America 
Plans Educational Films 
“Plastics—Your New Frontier, 
and “Food, Weapon of War an 
Peace” are the first of a series 
films produced for use in lt 
teaching of social, general, and 4 
mestic science and chemistry 2 
Young America, New York you 
magazine of junior high scho 
age level. 
The films are designed for u 
as part of a planned school pra 
gram, with a teaching unit ma 
available in advance to teacher 
Future productions of the film 4 
vision depend on teachers’ rea 
tions to the first two. 


Wettstein Represents 


Keeney on Coast 


Robert P. Wettstein, for mam 
years with the Keeney Pub's , 
Company, Chicago, who ren’ 
returned from_ service u 
United States Navy, will re) res! 
the Keeney publications, 
can Artisan and Heating, 
& Air Conditioning, on the °’ac! 
Coast. 

Mr. Wettstein, who recen 'y © 
tablished himself as a pub she! 
representative in Los Ange >, \ 
also represent Home Owne . 
alogs, New York, and .E “tr 
Equipment. 


Publishers Seek 
. . ’ 
Voice on ‘Esquire 
The American Newspap‘ 
lishers Association has as 
U. S. court of appeals at 
ington for permission to 1 
in the suit of Esquire agall 
master General Walker. T 


|azine is appealing from 


| court 


ruling excluding ] 


|from second-class mailins 


leges. The AN?A belie 


| says, that the Postmaster a 


has wrongfully “constitute 
self the censor of all pub! 
which go through the mail 
second-class mailing rate. 
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is the physician’s recognition... while mortar 
d t=) 


and pestle, protected by the eagle of vigilance, announces the 


apothecary faithful to the Pharmacoepia ... compounding only the 
true materia medica, clearly labeled and securely stocked in his 
many shelves, cabinets, safes and vials... Fortunate the pharmacist, 


with the physician’s prescription, and indexed ingredients! 


ON THE EDITOR’S DESK each day falls a flood of fools’ gold, luscious lies, 
ready rumors, explosive elements, poison particles, prophetic warnings, 
half-truths and hard facts, items often impossible of evaluation... 

Of these, in a few hours he must compound without prescription 
tomorrow's newspaper, appraising, admitting, discarding by the 


dictates of his conscience, intelligence and experience... 


THE DAILY WONDER is not that journalism errs—but is as right as it is! 
And the rightness of a newspaper can be rated by its reliability 
in the minds of its readers ...a relationship that is the real reason 


why The Inquirer in Philadelphia, for instance, merits so much 


response to advertising that it merits so much advertising! 
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107 Agencies 
Sign a Pledge 
to Aid Council 


New York, Feb. 15.—At a meet- 
ing of 200 executives representing 
leading manufacturers and adver- 
tising agencies here today, it was 
revealed that 107 agencies have 
already pledged to participate in 
an expanded war theme program 
recommended by the Four A’s. The 
pledge commits each agency to a 
three-point plan which includes an 
active policy of supporting war- 
theme advertising; examination of 
all campaigns with a view to in- 
cluding war messages and submit- 
ting suggestions to clients in vis- 


ual form; and appointment of an 
agency executive to serve as con- | 
tact with the Ad Council. 


The meeting, sponsored jointly 
by the War Advertising Council 
and the ANA, was part of an in- 
tensified program launched by the 
Council to enlist continued adver- 
tising support of official home front 
information campaigns. 

Among the speakers were Paul 
B. West, ANA president; Harold 
B. Thomas, chairman of the coun- 
cil; Charles G. Mortimer Jr., vice- 
president, General Foods Cor- 
poration; Frederic R. Gamble, 
president of the Four A’s; Anson 
Lowitz of J. Walter Thompson 
Company. 


Directs Horton Sales 


E. Hoy McConnell, formerly 
sales manager of Pollack Bros. 
Company, Fort Wayne, Ind., has 
joined Horton Mfg. Company, Fort 
Wayne, as sales promotion man- 
ager. 


$157 Billion Set 
as 1944 Income; 


Retail Sales Up 


Volume of Durables 


Reverses 3-Year 
Trend; Moves Up 


Washington, Feb. 14.—Income 
payments to individuals and re- 
tail sales reached new all-time 
highs during 1944, the Department 
of Commerce announced today 
with the receipt of record figures 
in both groups for December. 
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December income payments to 
individuals aggregated $14,388,- 
000,000, the highest monthly total 
on record. For the year 1944, 
payments reached $156,777,000,- 
000 compared with $143,134,000,- 
000 the year before. 

Retail sales in December were 
$7,450,000,000, likewise the high- 
est on record and 11% above the 
same month in 1943. Total retail 
sales in 1944 amounted to $69,- 
275,000,000, nearly 9% above 1943. 

Increases in payments to indi- 
viduals during 1944 resulted large- 
ly from military payments, and 
from wage and salary increases in 
manufacturing, trade, transporta- 
tion and service industries. 


Durable Goods Gain 


Two factors which stood out in 
the increase in retail sales, the 
Department said, were reversal of 
the down trend in sales of durable 


ease 
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SO WILL THIS”... 


THE ASSOCIATED BUSINESS PAPERS 
205 East 42nd Street, New York 17, N. Y. 


3S ways To ‘make trade ads SING... 


A champion hog-caller once said something like this: 


You’ve not only got to make the porkers hear 
you, you’ve got to CONVINCE them you have 


something for them. 


In business paper advertising, 


too, it’s easy to make 


readers hear you...and stop and look...but how can 
you make them listen?...how can you convince them 


you have something for them?. 


..WITHOUT the basic 


facts of WHAT they need to know — want to know about 


your products or services? 


Yet, this know-what-and-why isn’t too tough to dig up. 


One simple way is to check with your service or com- 
plaint department. You’ll find out what to soft pedal. 
what to stress. Maybe you’re overselling some features... 
underselling others. Maybe your customers need operat- 
ing and maintenance tips to help them realize peak 
performance ...maybe your customers need competitive 
comparisons to be kept sold on your products. This is 
one way to tune in on your customers’ thinking. 


Or, how about getting your dope straight from the 
horse’s mouth? That’s not too tough either! Even a few 
field calls should uncover a wealth of material concern- 
ing the needs-and-wants of your customers and prospects. 


And to help you plan an effective approach...and plot 
procedures that will step up results from field calls... 
we've hatched a simple little 8-page booklet entitled 


“FINDING OUT.” 


“FINDING OUT” clues the simple steps and outlines 
practice-tested methods of guiding field interviews to 


make them more productive.. 


.more pertinent. Write 


today, or stop off at our office, for your free copy of 
“FINDING OUT” as well as case-study material and 
helpful booklets such as “Intensive Advertising” by 


John E. Kennedy. 


REMEMBER, 
TO BOOST 


ABP’s BUSINESS IS 
YOUR BUSINESS! 


goods stores, and a furthe 
erate rise in prices. The py ice jp. 
dex rose 3% from the 194 
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mod, 


aver. 
age, less than any one of the oad 
ceding years, the Department gaiq 
While continued upgrading ang 
shifts in demand made it difficyy 
to measure the physical voiume of 
trade, the Department said it ap4 
peared that the quantity of goog 
sold was somewhat in excess of 
1943, much of it at the expense of 
inventories, which declined 3%, 
Sales of non-durables increase 
9% during the year, with eating 
and drinking places leading thd 
field with a 16% increase. Filling 
stations reversed a wartime tren, 
by increasing their sales 6%, whild 
drug stores registered a 10% gain 


Trading Up a Factor 
Apparel and general merchap 
dise stores benefited from a pro 
nounced upgrading, the Depart 
ment said, with customers shiftin 
to higher price lines as low cog 
goods disappeared. Food store 
enjoyed a 9% gain, but this re 
flected increased volume of sale 
the report said. 

For the first time in three year 
durables increased over the previ 
ous year. A large part of the 69 
gain resulted from price increases 
the report said, particularly 
furniture and home _ furnishings 
which showed an 11% increase fo 
the year, second only to eating 
places. 

Automotive store sales were uy 
on a dollar basis, largely becaus 
of sales of parts, tires and serv 
icing. Jewelry stores, previousl 
a fast mover, gained only 4%, pos 
sibly because of the new 20% ta 


Robinson Murray Name ial 
Irwin Vladimir V.P. 


Robinson Murray, for the pas 
two years assistant executive sec 
retary of the American Associatio 
of Advertising Agencies, has bee 
named vice-president of Irwi 
Viadimir & Co., New York. M: 
Murray spent seven years i 
France and England during th 
1930’s in charge of McCann-Erick 
son’s Paris and London offices. 
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Geatlemen, we must anticipate the trend” 


It is addressed to me at 
This is because I have 

me to read it there, and 

re certain of digesting 
if it were to come here 


office with other mail." 


Schulte, President 
SWITCH CORPORATION 


So say the country’s policy-forming execu- 
tives—the type of men who regularly read The 
United States News from cover-to-cover, men 
in the upper strata of the business world, the 
type of executives who are forever scanning 
the future, studying to anticipate trends 


Only in The United States News do they get 
a clear-cut picture of trends in the making— 
trends for example, that take their shape 
from the government controls affecting labor, 
agriculture, finance, distribution and selling. 


To these men on whose shoulders rests the re- 
ponsibility for approving major expenditures, 
The United States News performs a unique 
and invaluable service. That is why, alone out 
of 19,561 publications, it has gathered together 
in a single audience more opinion-forming people 
than any other magazine in the United States. 


90% of these people—spending hundreds of millions of dollars 
for both corporate and individual purchases—study The United 


States News each week from cover-to-cover. 


200,000 GUARANTEE 


The Direct Route to 
those who O. kK. both 
corporate and family buying 


* 


Da iel W. Ashlie 
President m Charge of Advertist 


30 Rockefeller Plaza, New York 20, N. Y. 


Read by LO00.000 men & women on Quality Street. 35” 
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Fox Beats Fox 
in Baltimore 


Baltimore, Feb. 14.—A final de- 
cree in the suit brought by I. J. 
Fox, Inc., of New York against 
the Fox Fur Company of Mary- 
land was handed down this week 
by Judge William C. Coleman, of 
the U. S. district court. 

According to terms of the de- 
cree the defendant company is re- 
quired to change its name within 
60 days and is forever enjoined 
from continuing in business under 
that name. At the same time, the 
court referred the case to a special 
master for computation of dam- 
ages. 

Since the defendant operates 
stores in other states and this de- 
cree applies only to Maryland, I. 


COLUMBIA 
NETWORK 


ate et. 


BUFFALO'S 


‘STATION 
DAY ond NIGHT 


- BUFFALO © 
BROADCASTING 
CORPORATION 


+ , INC. 


J. Fox, Inc. is taking similar ac- 
tion in other courts. The plaintiff 
has applied for a temporary in- 
junction in Wilmington, Del. In 
Washington, D. C., the New York 
firm is going to trial for a final 
injunction. 

The plaintiff already has a tem- 
porary injunction in Paterson, N. 
J.. and is awaiting final trial. 
Pending in New York state is an 
unusual action wherein the plain- 
tiff seeks to restrain the individ- 
uals of the defending companies 
from operating outside the state 
of New York despite the fact that 


the defendants do not operate 
within the state. 

The suit originally arose because 
the Delaware firm, Fox Fur Com- 
pany, allegedly infringed upon the 
trade name I. J. Fox, Inc. (AA, 
June 26, 1944) and used mislead- 
ing advertising which was in some 
cases identical with that of the 
New York company. 


Heads Corbin Sales 

John M. Wilson of the sales de- 
partment of Corbin Lock Company 
of Canada, Belleville, Ont., has 
been appointed sales manager. 


‘Chirurg Appoints 

Frank J. Balduzzi has been ap- 
pointed art director for James 
Thomas Chirurg Company, Bos- 
ton and New York agency. G. Ray 
Pinet and Frances M. Zubowicz 
have joined the art staff. 


Names Dana Jones 


Hoffman Radio Corporation, Los 
Angeles, has placed its outdoor 
and broadcast advertising with 
Dana Jones Company, Los An- 


geles. The firm currently uses 400 
boards in 11 western states. 


Advertising Age, February 1° j9;; 
Nardin Appoints Picerd 

Ulysse Nardin Watch & Chyo. 
nometer Corporation of Americ, 
New York, has appointed Picarj 
Advertising Company, New Yor, 
to handle forthcoming adve -tisjn7 
in business and general may azine. 
and by direct mail. 


a - expand 

Joins Cowan & Dencler Ms = 
Thomas Geoffrey Prendergast MY ond 
formerly with Arthur Kudner Me” a tot 
Inc., New York, has joined Cowar ‘auled ft 
& Dengler, Inc., New York, as anf’ Fou 
assistant account executive . emphé 


THE GREAT SPOKANE MARKET | | 


ror POST-WARS 


ES, the great Spokane Market deserves a sure place on your Post- U 

War Blue Prints! When peace comes, the world will be hungry, ity 

and the Inland Empire’s 18,000,000 acres of farm land produce one- an 

tenth of the nation’s wheat, one-fifth of its apples, one-third of its th 

peas, huge quantities of livestock and other farm crops. New housing will te 
be an acute need, and to help supply this demand the Inland Empire has O1 
the largest stand of white pine timber in existence. Returning soldiers will sc 
want new homes and lucrative work, and their eyes will turn to Spokane’s bi 
Columbia Basin, where a great new farm empire soon will rise from the K 
sagebrush. ... Cheap power will be in demand for peace-time manutac- ne 
turing, and at Grand Coulee the Inland Empire has the World's greatest re 
source of electrical energy. In addition to all this the In- m 

land Empire will have lead, silver, aluminum and other Ic 

metals and minerals to replace those contributed to Vic- ve 

tory. A war-weary world will want to play, and in the a 

Spokane area there are glorious mountains, 76 lakes W 


within 50 miles of Spokane, a network of fine highways. 
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THE SPOKESMAN-REVIEW 
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SUNDAY 


Spokane W¢ shi 


COMBINED DAILY CIRCULATIONOV 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
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Cedar Steps Up 
ewspaper, Radio 


products, have been prepared, pro- 

viding for 100 to 375-line ads. 
For the first time the com- 

pany is featuring an unconditional 


Space has been obtained for ads 
in Everywoman’s and Good House- 
keeping, and about 12 drug, groc- 
ery and variety trade publications 


Borg-Warner to 
Organize S. A. 


1! 


the company will be established. 

In addition to the field staff, 
Mr. Turner will appoint a group 
of distributors who will carry suf- 


ard ‘ money-back guarantee in the form| are being used. Dealer aid ma- 7 ficiently large stocks to supply the 
rk, Month Campaign of a seal in the insertions. terial this year includes seven Field Staff trade throughout South America, 
ing # The company is continuing spon- large new display pieces and mat Puerto Rico and Trinidad. 
nes Mm chicago, Feb. 14.-O-Cedar Cor- | sorship of “Time Views the News,” | cervice. New York, Feb. 15.—As the first} T° improve the distribution 
ration this month is launching | broadcast by Westbrook Van Voor-|" aybrey, Moore & Wallace Inc.,| step j ne 4 Tatis A © urs* | service, a warehouse hee been @ne 
“expanded campaign in 380/his over the full Blue Network] pandles the account. ee ee ate tenn nah ABNESIERE | tehliched at Aubure, tnd. This will 
wspapers for its Self-Polishing| Tuesday and Thursday at 4 p.m, istributing set-up, the Borg- permit all shipments to be consoli- 
| x, O-Cedar rn, Pacem EWT. In addition, it hee begun Garey NF heared nr age gs adage dated at Auburn and forwarded to 
ast, Mih, end Odac air deodorant,|sponsoring “Meet the rs.” on as appoin . - fdurner tO} south Americ d si 
et, MME,’ total of 1,000 insertions| about 25 stations of the Pacific| “#a@vY Promoted head its new field organization.| of lading * e DH 
van Mreduled for the first half of the|CBS network at 2:30 p.m. PWT| Quick Frozen Foods, New York,|Mr. Turner is leaving New York a ee 
anf, Four separate campaigns, | five times weekly. Spots are in|has appointed Frank H. Laavy as|for Sao Paulo, Brazil, where the ‘Iron Age’ Promotes 
ch emphasizing one of the four! use in some areas. /eastern advertising manager. 


first offices and headquarters of 


Iron Age, New York, has pro- 
;}moted Oliver L. Johnson, former 
| market research manager, to man- 
'ager of reader service and market 
research and head of the circu- 
lation department. Richard E. 
| Cleary has joined the publication 
}as sales promotion manager. 


DESERVES A SURE PLACE ON 


BLUE PRINTS 


Under the stimulus of war, business activ- 

ity in many lines is at a record high level in 

and around Spokane. In 1944, payrolls in 

this district and values of many new ma- 

terials climbed to new peaks. All-time rec- 

ords were smashed in bank deposits, store 

sales, real estate transfers, postal receipts, 

bus traffic and shipments of merchandise. x 
Keeping pace with their field, the Spokane ¥ 
newspapers also beat all past circulation ra 
records in an emphatic way. There are 
many signs that 1945 will bring a still 
larger volume of business to this fa- 
vored district; and even brighter 
are the prospects for the post- 
war years. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


4, 


a 


590 K.C. ' 


BUFFALO'S 


BLUE 
NETWORK | 
STATION 


5000 WATTS BY DAY | 


1000 WATTS BY 
NIGHT 


f 


_. SCUFFAtO. —. 
BROADCASTING 
CORPORATION 


RAND BUILDING, BUFFALO, NEW YORK 
National Representative: FREE & PETERS, INC. 


Pictures 
above — up- 

per row, left to 

right: Packing Wen- 
atchee, Wash., Wine- 
saps... . Hillside combine 
harvesting and threshing 
wheat in 238-acre field near Day- 
ton, Wash. . . . Eastern Washing- 
ton pea processing. plant. . . . Inland 
Empire sheep. Lower row, left to right: In 
Alcoa's huge Trentwood fabricating plant... . 
Completed Grand Coulee Dam and power plant. 

. . Dumping a pot of molten lead metal in northern 
Idaho mine. . . . Big sticks in the Clearwater, Idaho, forests. 


Spokane Daily Chronicle 


e EVENING 


Voshington 


OVER 130,000. . . 81.24% UNduplicated 


Color Representatives: SUNDAY SPOKESMAN-REVIEW—Comic Sections: Metropolitan Group 
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ARTHUR 
MURRAYS 


ee 


et 


—Arthur Murray Dance Studio 


Eugene A. Smith, 315) "They always act that way when | sell them in front of Arthur Murray's.” 


Vol. 16, No. 8 


Necessary But Not Essential 


Some Chicago advertising agen- ; Agency men, like those in other | 


February 19, 1945 10 Cents a Copy, $2 a Year 


cies, which along with all other | branches of advertising, have been | Postwar Show 


businesses not rated essential by 
the War Manpower Commission 
have been asked by the Chicago 
regional office of WMC to reduce 
the number of their male employes 
10%, so that they can be chan-| 
neled to war jobs, have been per- | 
turbed by this sudden and rather | 
confusing edict. Most of those in| 
the Chicago area who received | 
the notices were given three days | 
to make a 5% cut, with the re- 
mainder being lopped off the pay- 
rolls March 1. 

This action has been taken thus 
far only in the Chicago area, | 
where a critical labor shortage is, 


said to exist. There is some doubt | 


content to go along, doing their | Probably the first manufacturer, 
best in behalf of the war effort, | almost entirely engaged in war 


| ings — raincoats — yarn and other 
urgently |of dealer influence on purchases 
|needed by our fighting forces. Part |store hours, credit policies, etc. 


critical materials, all 


The following documer may 
be secured without charge fro, 
|companies sponsoring tl 


through ADVERTISING AGE, by an 
national advertiser or advertisin, 
agency executive writing on }h 
business letterhead. 

No. 2474. Wintertime in 


Is Sugartime in Cuba 
Sugar has issued this arke 
study containing graphs which } 
dicate the scope of the market 
where sugar is grown, marketin 
periods in various parts of th 


world, and information about thd 


principal products 
the industry. 


| No. 2475. What Customers Thin 
of Hardware Men. 

This folder contains a report o; 
i'two studies made for Hardwarg 
and Metal, published by MacLear 
| Publishing Company, Toronto, The 
| material is in two parts, one co, 
ering consumer opinion—the effec 


purchased ph 


without any formal effort to get| contracts, to use daytime radio for | time or full time—no previous ex-|and dealer opinion—what Can 


recognition from Selective Service | “after victory” merchandise is 


or WMC on any kind. of prefer-| General Electric Company. Since 
ential basis. That is probably to|™id-January, G-E has presented 


lits “House Party”? show on CBS, 
/with participants receiving gift 
certificates for every type appli- 


be their attitude now. 

However, when one studies the 
work which has been done through | 
the facilities of advertising to pro- | erators, to be delivered when the 
mote all of the numerous projects | war is over. Other contestants are 


'which the United States govern- | given G-E appliances now in pro- 


ment has labeled necessary to| duction, such as coffeemakers and 
public understanding and coopera-| irons. Every day the studio audi- 
tion on the home front, there is|emce sees the show on a stage 
no need to apologize for the work | eauipped to resemble ~ complete 
of those in advertising. Their | @~= Kitchen with all postwar mer- 


h dis is rr 
skills and experience have helped | chandise on display 


as to the extent of the shortage,|to put over war bond drives, to| Want Their Ads 


and also the effectiveness of vol-| promote the collection of salvage, | 


untary versus mandatory 
ods of supplying the need. Many 
industrial authorities think the 


critical shortages of labor are in 
technical fields, such as 
operations, which can not be suc- 
cessfully supplied from a miscel- 
laneous non-industrial group. 


of essentiality under the WMC! 


classifications, although Apvertis-|the advertising agency business 
of | has proven in this war that it is 
ac-|necessary to 
counts directly related to the war /}tional effort, even though it is not 
effort being accorded this rating. | officially declared to be essential. 


Another Paper Cut? 


has reported 
handling industrial 


ING AGE cases 


agencies 


The Washington editorial office 
of ADVERTISING AGE has been re- 
porting the strong probability of 
another paper cut for the second 
quarter. The cut, according to 
these reports, may be applied to 
all paper consumers, including 
newspapers and magazines, as 
well as other commercial users. 

Newspaper publishers have sug- 
gested to WPB that the 
Canadian newsprint industry will 
continue to deliver the same ton- 
in the second quarter as in 


the first, there is no apparent rea- 


since 


nage in 


son for imposing a reduction on 
this industry, even though the 
book paper situation should make 
t necessary to reduce consump- 

I y Magazine and other peri- 
odit publishers. Their sugges- 
tic does not seem to have been 
given favorable consideration. 

We hope that the War Produc- 


tion Board will not impose a cut 


on any branch of the publishing|continue to be served as hereto- 
] 


that is not justified, 
merely to avoid the appearance of 
favoring one section of the pub- 


business 


foundry | rationing, to promote Victory gar- 


|up the amazing story of America 
Advertising agencies have made|at home working to support its 
no claim at any time to a rating | sons at the front. 


Thirteen hundred _§ servicemen 


meth-/to enlist nurses, Wacs and mer-| objected to The New Yorker’s sug- 


chant seamen, to stimulate the/| gestion that a pony-edition (sans 


enlistment of blood donors, to ob- advertising) be substituted for the | 


One _ lieutenant 


tain acceptance and cooperation in | esular edition. 


|letter in which you beguile me 


dens and to aid the scores of 


other activities which go to make I will 


|}edition. And I say no dice. 
not be deprived of the ads. 
the women look like my wife. Her 
own faint scent rises from the pic- 
Thus we are inclined to say that 
tles. The whisky plugs turn the 
taps of my salivary glands. The 
| theater ads set me in the crush of 
|Shubert Alley and the restaurant 
|addresses move me 
| with my tongue hanging out . . . So 
jlet’s not have you change things. 
| And we'll still be friends .. .” 


our successful na- 


lication field against another. We dae Mention 
are sure that if the situation were! [t seems to your Ad-libber that 
reversed, and a newsprint cut be- | Simons-Michelson Company, De- 
came necessary, Magazines would |troit agency, deserves a little spe- 
not feel that they should share the cial for its extra-curricular 
cut if supplies of book paper were | War work. 
adequate. Adcrafter, on June 24, 1941, the 
Newspapers have suffered rela- | #8ency went on record _ as being 
tively more from the paper short- ERT SS Sve GUE Secvinee. arate 
age than other media, because thus 
have been unable to 
lighten the weight of their paper 
as other publishers have success- 


pat 


tising in any worthy charitable, 
civic, state or national campaign.” 
Now it tells Adcrafters, in a full- 


far they 


fully done. As a result, in spite|in 22 such types of effort, and 
of economies in other directions, | “The offer still goes.” 
they showed a loss in advertising Help Wanted 
volume for 1944, against substan- nn as ;' : ; 
The biggest help wanted ad this 
tial increases recorded by maga- department has ever seen was a 
zines, farm papers and business|qdoyble truck in the Fall River 
publications Herald Jan. 27, when 14 mills in 
We hope the latest study of the|this New England textile center 
inventory situation will justify the | joined in a smashing call for more 
WPB in going ahead for another| help. Using the biggest type they 
quarter on the present basis, so could find, the mills shouted: ““At- 
that readers and advertisers can | ™UOn:: Men and women of Fall 
River! The men at the front need 


your help—Now! Your mills, all 


se oe ep seri nheces- | part of an essential industry, are 
sary, it should be applied only | producing — powder bags — para- 
where needed. chutes — insect net — Army shirt- 


ance from heating pads to refrig- | 


| wrote the following: “I have your | 
| with the advantages of a miniature | 


All of | 


‘tured furs, frocks and Tabu bot-| 


around town | 


In the Detroit Adclub’s | 


toward the preparation of adver-| 


page ad, that to date it has served | 


| perience necessary.” 


| Jottings 


|}ada’s hardware men think shoul 
go into trade advertisements 
help them select goods for pu 


On the Feb. 11 General Motors | chase, and sell goods to the public 


| NBC program C. F. Kettering, v.p. 


'of the company, said that tne orig- | 


inal Edison Menlo Park labora- 
| tories were being moved to the 
Ford Museum, Dearborn Mich., 
That’s probably the first time 
Ford has been mentioned in GM 
advertising. . . 

Perhaps one of the reasons for 
the acute housing shortage in 
Washington, D. C., is the decrease 
in the number of marriages. The 
| Washington Star reports that for 


the first 11 months of 1944 there | 
from the | 


was a decline of 15.1% 
same period of 1943. Only San 
Francisco, ‘out of 11 major cities, 
increased its percentage. Maybe 
it’s that Golden Gate Bridge. Or 
| the fog? oh 

Station WHOM, Jersey City, 
N. J., sent a souvenir album of 
| WHOM aartists to all listeners who 
contributed to the March of Dimes. 
By Feb. 1, the station had chalked 
up almost $11,000, which is a lot of 
| dimes. 

The Wine Institute comes along 
with the vital information that a 
magnum (used occasionally for 
|sparkling wines) is a double-size 
wine bottle containing 48 to 56 
ounces; a 
jeroboam; and a triple magnum is 
}a rehoboam. The 
plains that the jeroboam is named 


double magnum is a_/| - +i 
|to represent all sections of thé 


| ated by variety chains in 102 prin 


institute ex-| 


after the “mighty man of valor” | 


| who led the ten northern tribes of 
|Israel in revolt against the 
(son of Solomon) after whom the 
rehoboam is named... 

Parents’ Magazine publishes a 


lad | 


vest-pocket pony edition for fath- | 


ers in uniform, and while this pro- 
cedure may evoke guffaws from 
the people who think all G. I.’s 
are howling wolves, 
highly popular 
men... 

Stop & Shop, Chicago food em- 
porium, is going in for the foreign 
trade in a big way. Its advertis- 
ing is urging Chicagoans to send 
boxes of Stop & Shop food to 
civilian friends in foreign coun- 
tries, duty free. The service cov- 
ers Great Britain, France, Italy, 
Australia, Newfoundland, Mexico, 
South America, the West Indies, 
and other countries . 

And the Committee for the Re- 


among fighting 


tention of the No-Strike Pledge of | 


the UAW-CIO has retained Bass- 
Luckoff, Detroit advertising 
agency, to publish a 
and develop radio 
urge CIO members to vote for re- 
tention of the no-strike pledge... 


it has proven | 


series of ads | 
| 
programs to| 


No. 2476. The Little Book witli 
the Powerful Selling Punch. 

In this 10-page brochure, Plas 
| tics and Resins includes complet 
| information on the plastics market 
|its circulation figures, with com 
|parative data for other publica 
| tions in the field, and an analysi 
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'of its editorial policies and readeqg™ajor ad 


| response. 


No. 2477. Market Study of th 


Chain Variety Store Field. 
Chain Store Age has issued thi: 
|market study, which contains ¢ 
|map of the U. S. showing locations 
|of 674 variety chain headquarters 
| by states, number of stores oper 
ated by leading chains in eacl 
state, and number of stores opel 


cipal cities. A supplementary maj 
indicates stores operated by im 
portant sectional chains throug! 
out the country. 


No. 2469. Vitamin Questionnaire 

Hospital Management, in thi 
booklet, reports on the answers t 
a questionnaire which was sent t 
520 hospitals of 200 beds or ove! 
and was distributed geographically 


country. The report shows tha 
81.7% of the physicians practicil 
in these hospitals prescribe vit 
min products, and it lists typ 
most frequently used, and an:wé 
questions on pharmacy cks 
sources of supply, method ad 
ministration, etc. 


No. 2451. Market Maps of ror 


The Akron Beacon Jour) 
issued this folder, which c 
a complete map of the Akror ares 
showing number of fami! DY 
districts, the main city bu ines 
district and neighborhood bw ‘ne 
districts; a map of the ul 
area; rental map, and a 
Summit County manuf: ¢ 
and products made in the 
area. 


No. 2413. 
vey. 

The Pittsburgh Press, in 

| tion with Duquesne Ligh! 
pany, reports, in this broch 
answers, opinions and pre! 
of Pittsburgh housewives 


Home Appliance S 


home appliances. The 
lcovers radio sets — owne'st 
brands, condition, preferred 0% 
and so on, and similar tabi = 
ne 


of answers for major anc 
| electrical appliances. 
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radio; more than one-third of lo- 
cal radio users reported highly 


is reported as frequently by small|spot announcements, which in 1942 
- by large retailers. |accounted for 58% of local radio 
| Fourth, firms with annual ad-|ad budgets. 

[or more. expenditures of $50,000 Sixth, retailers must carefully 


se : ’ f 

ielailers’ Use o 
least 15% of their total ad budget| motion and merchandising, as for |®8encies in connection with their 
on radio, and smaller firms should|example by giving radio time to| 1942 radio efforts, although 53.8% 


Radio Surveyed 
spend as much as 20% on radio if| promoting popular items and not |of retailers in cities of 500,000 pop- 


' . ° 
'they are to aaah satisfactory | to promoting merchandise that has | Ulation and over used agencies. 
nay If Sandage Book results from the medium. a low sales ¥ rating. | The book is priced at $4. 
ron | Fifth, good results can be ob-| Among many findings of fact! , . m , 
ofl Cambridge, Mass., Feb. 14,—| tained either from 15-minute and | given, and explained by graphs, are Radio-Craft’ Appoints 
anigyarvard University Press has this|longer programs or from spots,| those that more than 50,000 focal | Radio-Craft, New York, has ap- 
Pa week eleased Prof. C. H. Sand-| but he believes that retailers and| stores used radio in 1942; depart- | Pointed Claude C. Smith, Salem, 
wge's 280-page book, “Radio Ad-| stations will both suffer in the| ment stores spent on the average! Mass., as New England representa- 
vertising for Retailers,” the result i i i 
bf a comprehensive study of the | 


satisfactory results, and only six | 
reported no success; only 16.5% of F Steel C Bethichen 
‘ . 7 : Sates ir nia. seenhe : | hem ee ompany, ethle i. 
or more generally should spend at| coordinate radio with other pro- | those reporting made any use of| 
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Joins Anfenger 
Hoyt Howard, formerly in the 
advertising department of Bethle- 


Pa., has joined the art staff of 
Anfenger Advertising Agency, St. 
Louis. 


Evans Joins Brisacher 

Alex W. Evans, formerly editor 
of Pacific Road Builder & Engi- 
neering Review, San Francisco, 
has joined the copy department 
of Brisacher, Van Norden & Staff, 
San Francisco. 


ye of radio in 1942 for local and | 
egion il advertising, undertaken | 

, Prof. Sandage at the graduate 
‘kefchool of business administration | 
i ff et Harv ard University. The author 


ad 


ketf/: head of the department of. mar- | 
tin ting at Miami University. 
th FAs Prof. Sandage reported at 


»),Mmchicago last fall, the study is 
~“Hiysed on about 400 interviews 


OM th retail advertisers, radio sta- 
tons, Managers, and advertising 
in gesency executives, and on ques- | 
tonnaires returned from 1,011 re- 
gilers and 216 stations (AA, Sept. 
| one The study was financed by | 
ard, research grant made by CBS. ; 


The book covers the extent to 
which radio has been used by va- 
rious local business firms; the ex- | 
tent to which radio has been able | 
sell specific merchandise; the | 
kmount of money that must be 
spent in radio to produce satisfac- | 
tory results; radio station cooper- 
ation with local advertisers; the 
t@muse of agencies in local radio ad- 
urggrertising, etc. 


ali Conclusions Listed 


vit Conclusions reached by the au- 
thor are generally as follows: 
First, radio is of primary value | 
firms whose customers are | 
dawn from most sections of a city | 
adjacent rural areas, and least | sissee | 
fective for neighborhood shops. | : ‘ a Ht ae 
Second, most local or regional | 
firms should not use radio as a) 
major advertising medium unless | 
prepared to employ it for at ead 
x months. 
Third, successful use 


of 


radio 


NU ol 


rf f M ust week after week. For example, in Highbee’s 


; Be So / great department store you will find it in the 


At the core of Cleveland, in the shadow of 
the Terminal Tower, Business Week goes to work 


hands of the president and four other manage- 


ves The U.S. Army has de: 
ally clared . Bedford a ment-men ... in the hands of the chairman, 
be VITAL area. 


ha president, six v.p.’s and five other executives of 
TI VMC : VP , ‘ . 
aa ee Vee the National City Bank . . . and, up in C&O’s 


have designated New 


Bedford a CRITICAL | headquarters, in the hands of ten men from the 
ad = | very top right through management. 
0 Ml of Which Indicates : It’s the same at the Erie general offices (9 
1 New s i Be ( . . . . 
= oy nae osngaredooie subscribers) and at Sherwin-Williams (15) and 
ii lonts are bulging with War 
real Orders, at Republic Steel (22). Throughout the whole 
. Payrolls go up! | of the business community, wherever you find 
Emoloyment goes up! |. management-men you'll find Business Week . . . 
SALES go up! | close at hand, and at work! 
Massachusetts’ 


41h Largest Market 


. ; ings ‘ -me one t place to say them 
is a MUST | You have many things to say to management-men and.one best pl say 


ca EVERY schedule 


Bedford’s War Plants are als 
time plants. There are no “war 
* here. 
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j <a Television Shows 
:. to Sell Jobber’s 
| Television Sets 


Cambridge, Mass., Feb. 14.— 
United Distributors, jobber of 
radios, recorders, heavy appliances 
and other commodities in eastern 
Massachusetts, Vermont and New 
Hampshire, plans to build a $350,- 
000 warehouse and display office 
here after the war, containing a 
television theater, numerous dis- 
play rooms, and a rooftop recrea- 
tion apartment and deck. 

The theater will be used strictly 
to demonstrate television sets dis- 
tributed by the company. Dealers 
from various towns in the area 
and their guests will be invited to 
attend showings to be held four 
nights weekly. Entrance to the 


—— eli 


| theater will be through first-floor 


exhibits of United’s lines, which 
include Admiral radios, television 
equipment, refrigerators, electric 
ranges and home freezers; Barlow 
& Selig’s Speed Queen washing 
machines and ironers; Wilcox-Gay 
home and commercial recorders 
and recording discs; kitchen cabi- 
nets, bathroom fixtures, etc. 
United has franchises to act as 
local distributor for the appliances. 
The appliance line is in the hands 
of John B. Zumwalt Sr. The com- 
pany also has a Washington, D. C., 
office servicing the Admiral line. 


Linco Appoints Agency 

Linco Products Company, Chi- 
cago, has appointed Schwimmer & 
Scott, Chicago, as its agency effec- 
tive March 1. An _ advertising 
schedule including newspapers and 
radio will be used. 


Mulhern Joins Blue 


Neil Mulhern, former account 
executive in the Detroit office of 
CBS, and previously on the sales 
staff of Liberty, has joined the 
Blue Network as Detroit salesman. 
Also joining the Blue recently as 
administrative assistant to Fred 
Smith, director of promotion and 
advertising, is Millard Banks, 
former advertising counsel and ac- 
count executive of Batten, Barton, 
Durstine & Osborn, New York. 


Bartlett to Sturges 


Duane G. Bartlett, financial ad- 
vertising and public relations spe- 
cialist and a former vice-president 


St. Louis Dairy 
Features Gl's 
on Radio Program 


St. Louis, Feb. 16.—Unusually 
cooperative audience reaction has 
been obtained here by Pevely 
Dairy by a new twist to promot- 
ing its milk and other dairy prod- 
ucts through the program, “Easy 
Listening,’ broadcast from 9 to 


9:40 am., Monday through Fri- | 


day, over Station KWK. 


of Albert Frank- Guenther Law, 
Inc., New York, has joined Edward 


public relations counsel, as vice- 
president. 


The program, written and pro- 
duced by Huffman Advertising 
B. Sturges II, Inc., New York| Company, is dedicated to the 236 
Pevely men and women now in 
the armed forces. Each day lis- 


first things first 


Sometimes the hard way is the easiest—if you 


go at it right. 


Here at Mutual we’re busy building a better 


network. For a solid decade, this has been a 


good network. To make it better—better for 


listeners, for artists, for stations, for clients— 


is a large order. And we plan to do it sound- 


ly, concentrating continuously on first things 


first in all our operations. 


headquartered in New York and buttressed 
at key points elsewhere. Into capable hands 
have been charged the various problems of 
general management as well as programming, 
station relations, sales and all other phases of 
efficient network operation. Mutual efforts 
toward improvement in each of these fields 
deliberately follow the fundamental, first- 
things-first pattern ... with the listener—the 


family on the receiving end of radio—foremost 


Foundations come first in any structure, and 
we think the rockbottom foundation for a 
radio network is the minds and skills of its per- 
sonnel. Mutual is particularly well-grounded 
in this respect. Its directorate comprises suc- 
cessful broadcasters whose radio-business ex- 
perience covers the whole span of broadcast- 
ing’s quarter-century ... a lineup of practical 


know-how outstanding in all radio. 


This basis of first-hand experience has lately 
been strengthened from within by the organi- 


zation of a complete and able executive staff, 


in our planning at all times. 


Shouting from the housetop has no place on 


the Mutual schedule, but as we build upon this 


sturdy foundation, we think our “hard-way” 


approach may prove the easiest route to a 


better network after all. We'll let you know. 


MUTUAL 


BROADCASTING SYSTEM 


Advertising Age, February \9 jg Wil 


teners are urged to write i, me, 
bers of the armed service: ney 
of company service men ap 


women is reported, some ‘nysgic 
played, and a personal j ervies 
| with or a letter from one of the, 

® 


employes is highlighted. Comme 
cials are brief and of a: instity 
tional nature. 

The unusual promotion»! angi 
consists in deliveries of a mime, 
graphed card by regular milk da 
livery men to present customer 


formerly served by route men wh 
are now in service and whos 
letters have been selected for fy 


ture spotlighting on the progray 
One of these, for example. readg rite Fe 


Card Mentions Program 


Plans Fe 

“Dear Customer: Rememb lans 
Bill Jones, who as route salesmagiiage qui 
in your district was proud . 
serve you with Pevely irradiatelilif\yer 5,6 
milk and Super dairy product 
and who joined up with Uncel Ktudy It. 
Sam? We have heard from hij i 
and you will be glad to know hmmfopics 1 


is doing well. 

“The ‘Easy Listening’ progra 
at 9 a.m., Feb. 15, over KWK j; 
dedicated to him, and a letter wi 
| be read telling of some of his war 
| time experiences. If you care tf 
| write to him, send a letter to y 
'and we shall be glad to forward 
ag 

A flood of letters, phone call 
}and inquiries following  eacj 
broadcast attests to the interest ij 
| the program. Through this promo 
| tion, officials say that, despite 
| shortage of milk and dairy prod 
|}ucts and lack of adequate man 
|power, the company retains cus 
|tomer good will, builds and con 
tacts a reservoir of postwar pros 

pects, and constantly improve 
/employe relations. 
| Letters from many employes i 
|the services express appreciatio 
| for the program. 


‘ill Be 


| 
| WAJR to Mutual 

WAJR, Morgantown, W. Va 
{has become a full-time Mutua 
affiliate. Owned by West Virgini 
Radio Corporation, the _ statioy 
| operates on 1230 kc., 250 watts. 
| 
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The Perfect Tie-in Dealer-He 
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MAKES ECONOMICAL, : 
EFFECTIVE, POINT-OF-SA ‘ED 
PLAY FROM ANY SIZE CA®-CA 
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WILL THE FACTS REVEALED BY DRUG TOPICS’ 


NATIONWIDE SURVEY weve vou with your 
FUTURE PLANNING? 


rite For Free Copy Of ““My 
ans For Tomorrow”’, the 24- 
wage questionnaire To Which 
ver 5,000 Druggists Replied. 
Wkudy It. Then Call Upon Drug 
fopics For The Facts Which 
ill Be Most Helpful To You. 


NOT TO JUST A FEW HUNDRED ... or a few thousand 


hand-picked druggists from various sections of the country... 
but to every retail druggist in America . . . Drug Topics mailed 
its 24-page question book—‘‘My Plans For Tomorrow’’. 


Over 5,000 of these druggists carefully considered each of the 348 
questions . . . filled in and returned the tail-pieces of the plan 
books which were answer forms. Assured of secrecy, they revealed 
their plans for tomorrow . . . how they propose to build business 
. . . What point-of-sales helps they want from manufacturers .. . 
what departments they plan to expand or pay more attention to 
. .. What they hope to do about air conditioning . . . what type of 
interior lighting they would like to have . . . to mention just a few 
of the many subjects covered. 


Never before, we believe, in the history of the drug trade, have 
the druggists been so completely polled on any question. Never 
before, we believe, has such a comprehensive study as the one 
we are now completing been made in the retail drug field. Natu- 
rally, the conclusions in a survey of this scope will be . . . must 
be ...the most accurate possible to draw. From these findings 
can be painted the clearest kind of a picture of the druggist’s 
thinking today . . . his dreams of tomorrow. 


i To enable us to supply you with the facts in which you 

are most interested with the least loss of time, we need 

your help. Write for a free copy of ‘““My Plans For 

Tomorrow’’. Go over the questions ...then let us 

know which specific phases of our study excite you 

4 most and we will have the findings in your hands at 
the earliest possible moment. 


DRUG TOPICS 


330 West 42nd Street New York 18, 


* * * 
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Gilchrist Heads Promotion 
of Dumbarton Oaks Plans 


Huntington Gilchrist, executive 
of American Cyanamid Company, 
New York, and former member of 
the international secretariat of the 
League of Nations at Geneva, has 
accepted the general chairmanship 
of a nationwide campaign to pro- 
mote understanding by the public 
of the Dumbarton Oaks proposals. 

The campaign is being sponsored 
by the American Association for 


the United Nations, Inc., 
research 
to Study the 

Peace, New York. 


G-E Advances Jennings 


Lawrence Jennings, regional | ee i ; : 
supervisor of General Electric ap- mental inv estigation of advertis- 
pliance sales to central stations, | '"8§ place in the American econ- | 


has been appointed assistant to E. 
vice-president 
charge of customer relations. 
will have offices in New York. 


O. Shreve, 


and its 
affiliate, the Commission 


Organization of 


Condensation of 


Advertising Book 
by Borden Issued 


Chicago, Feb. 14.— The monu- 


omy, conducted by Prof. Neil H. 


in | Borden of the Harvard Graduate 
He | School of Business Administration, 
and originally published in 1942 as | aiding with the condensation, but| agency. 


'“The Economic Effects of Adver- 


great Negro market. 


Write for 


NEW YORK OFFICE: 101 Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


= CHICAGO for your test of America's 


Chicago, with its more than 


400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 


information: 


GEORGE T. HOPEWELL, Exclusive Representatives 


CHICAGO OFFICE: 75 E. Wacker Drive 


| tising,” has been condensed and 
| published in a more popular form 
|under the title, 
|Our Economy.” 


Irwin Is Publisher 


The condensed version occupies 
|only 300 pages, compared with the 
original’s 1,000-odd, and is pub- 
lished “at the suggestion of num- 
erous friends who were desirous 
|of having the findings of the study 
| made available to a wider audi- 
oy than might be attracted to 


the original volume.” 

The condensation is published 
by Richard D. Irwin, Inc., as was 
the original, and sells for $3.50. It 
sis an attractive volume typograph- 


ically, and omits much of the sta- 
tistical supporting detail, as well 
as two chapters on the use of ad- 
|vertising by business, and addi- 
tional chapters on consumer atti- 
tudes towards advertising and 
other material not considered es- 
|sential for the purposes of the 
| condensed version. 


Aided by Curtin 


| Prof. Borden acknowledges the 
services of D. Thomas Curtin in 


ithe reader will find the original 
j|language very largely used 
|throughout, with most of the 


“Advertising in| actual changes in the text consist-| tising Council, 


ing of breaking up one long para- 
graph into three shorter ones, 


tions,”’ and other minor changes of 
the same nature. 

Elimination of two-thirds of the 
original volume 
makes the volume more intriguing 
to the ordinary reader, who will 
particularly appreciate the omis- 
sion of the 40-page “statement of 
the advisory committee” which ap- 
peared in the original volume and 
restated, almost word for word, the 
| summary chapter at the end of the 
| book. 


CONGRATULATIOGS TO H. J. HEINZ, TO MAXON, INC., 
AND TO PUBLISH@RS OF NEWSPAPERS EVERYWHERE 


the daily oklahoman 


For a trade paper campaign revealing its studies of 
continuity and frequency of insertion (or the lack of 
it) by leading advertisers, the Oklahoman and Times 
received the Annual Advertising Award plaque back 


in 1939. At that time this award was 


portant to us. Today, that importance has been dwarfed 


by the recognition of this pioneer research of ours as 


the H. J. Heinz company announces 
policy, based on its own experiments. 


Briefly, we advocated .. . 
ments indicate: 


To H. J. Heinz and to Maxon, Inc., 


tions. May your leadership point the way to other 
advertisers and to publishers, for the employment of 


newspapers on a sound, substantial and 
basis. 


and the Heinz experi- 


To employ America’s greatest 
sales medium profitably, 


1. Use leading newspapers 
2. In important markets 
3. With dominant space 
4. Weekly or oftener 
5 


. In 13 week cycles 


extremely im- 


its advertising 


our congratula- 


sales-producing 


oklahoma city times 


___NOW MORE THAN 


THE OKLAHOMA PUBLISHING CO 


SPRINGS 


KYO OLORADO Kiz DENVER 


THE FARMER-STOCKMAN-—WAY OKLAHOMA CITY 


APE pD 


\- 260,000 


changing “postulate” to “assump- | 


undoubtedly | 


Advertising Age, February 


Harold B. Thomas 
Becomes Partne; 
of Pedlar & Rycn 


| New York, Feb. 15.—Havolq p 
Thomas, vice-president of Ster]j 
Drug, Inc., has resigned « be 


Tective 
| March 1 to join Thomas L. !.. Rya, 
|as a partner in Pedlar & Rya, 
\New York . 
| Mr. Thomas 


|is chairman of 
| the War Adver- 


and has served 
as chairman of 
the board of 
both the As- 
| sociation of Na- 
| tional Advertis- 
ers and of the 
| Advertising Re- 
search Founda- 
tion, of which he remains a trustee 

With the drug industry for 2 


Harold B. Thomas 


years, Mr. Thomas has been 4 
Sterling executive since 193]| 
More recently he has _ been 


charge of the Centaur and Cum- 
mer divisions. 

Announcing the change, he said 
“IT have long been particularly 
‘interested in the advertising 
pnase of business and because \ 
that, have many contacts and 
friends among advertisers, agen- 
cies and media groups. I believe 
advertising, the means of mass 
selling that is the necessary part- 
ner of mass production, will be 
perhaps the most important facto 
in maintaining a dynamic econ- 
omy, to the end that we improve 
the standard of living and broader 
the social benefits that go to make 
up our American way of life.” 

Pedlar & Ryan, among others, 
handles advertising for Z.B.T. tal- 
cum powder and Ironized yeast, 
under Sterling’s Centaur division. 


Bristol-Myers Booklet 


Tells Veterans’ Rights 


A 33-page pocket-size booklet, 
“Your Service Rights and Bene- 
fits,” is being sent by Bristol- 
| Myers Company,: New York, to all 
| its employes in and out of service, 
| their families, and to employes of 
its affiliated companies, Rubberset 
Company and William Peterman, 
|Inc., Newark, Cheplin Labora- 
tories, Syracuse, and Harris Lab- 
oratories, Tuckahoe, N. Y. 
| The booklet is a digest of fed- 
eral laws and regulations covering 
the rights and benefits of service- 
men and women and veterans. 
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s there seems to be some chance for|of Justice Anti-Trust Chief Wen-| out that under existing law, a com-|fusal to grant licenses there inde, wished, | 

Hearin $ Be un action: Provisions empowering | dell Berge that Congress must re-| pany convicted of restraining trade | which has the effect of unreason_ J products 

courts to cancel patents that are | spect the good faith of its law en-|can continue to enjoy the benefit | ably limiting the supply O! any Mr. erg 

used in restraint of trade, and aj forcement agencies, members were | of patents it may have acquired article in commerce,” is de lareq pn acting ¢ 

° second provision requiring regis- | inclined to believe that the govern- | illegally. illegal, and every patent | cense an the U 

on oor iS atent tration of all patent agreements.|ment should continue to rely on| While the Supreme Court held | “involving condition, agreement o, HBining suc 

On two others, sentiment is as yet | independent action when it wished | that Congress has never authorized understanding which restric!. the 1] deal V 

— . untested: A _ section permitting | to contest the validity of patents. cancellation of patent rights as aj price of any article sold or handled MBpars bul 

Restriction Bill courts to — validity of pat-| Crux of the Voorhis Bill s = ooongy 4 <3 rage etay A gti in commerce” is illegal. pee Pw 

ents involved in anti-trust suits,| provision empowering courts to|laws, Mr. berge says it 1s gross 2 eo con 

and another empowering the De. | nullify patents which are used to} unfair to let monopolies off with a Wisconsin Plan Staite “Fol ins' 

° partment of Justice to intervene in| restrain trade in violation of the simple injunction forbidding them Much of the opening hearing Mts” ill 

Disagreement Among private patent infringement cases. | anti-trust laws. Offered admitted- | to continue the objectionable prac- | centered on the Wisconsin A}\) pj refuse - 

C ° Much of the discussion at today’s | ly to change a legal position main- | tices. Research Foundation, accused by vidual. - 

ommittee Members opening hearing centered on this| tained by the Supreme Court in Members of the committee were | Mr. Berge of violating the «nj. jpn across 

Evident in Session last point, with members express- | modifying the government’s decree apparently convinced that con- trust laws by. setting up a licensing ecome s il 

ing concern lest government inter- | against the Hartford-Empire glass victed violators of the anti-trust | system for vitamin D, which gave Mr. berg 

vention place the patent owner at|combine, this section deprives an laws should be penalized, but there several dozen licensees monopolies FBUsUe . 

Washington, Feb. 14.—The|a disadvantage. Supporters of the| anti-trust law violator of the right | was little unanimity that the Voor-|in their own fields. Questioning fips" tha 

movement to legislate against| bill stress the fact that it does not|to collect royalties on patents in- his Bill adequately defined the|the reasoning of the Department HglThey wee 
abuse of patents got off to a balky|contemplate compulsory licensing | volved in the conspiracy. practices which warranted such) of Justice, Chairman Hatton Sum- foster 

start here this morning, as mem-|of patents, or in any way infringe Detené Prenese’ Law punishment. — ners asked why the foundation Jr" y.! 

bers of the House judiciary com-|the rights of law-abiding patent . _ Under the bill, “Any use or non-|should not be permitted to grant pues “* 

mittee challenged major sections of | holders. In defending the provision, Rep.| use of a patent or patent applica- exclusive licenses, since it enjoyed fF ee 

the Voorhis Bill, empowering the| Despite the pleas of Department! Voorhis and and Mr. Berge point|tion including any failure or re-| the right to maintain for itself, if ee. 


oe ail a - _— a 


courts to cancel patents which are 
used in violation of the anti-trust ‘ 
law. , 
A ticklish problem at best, the 
patent law reform apparently en- 
joys considerable sympathy within: 
the committee, but members were 
inclined to believe today that the 
Voorhis Bill goes beyond the point 
of general agreement. 
On at least two major points 


FACTS 


to remember 
in selling the 
Architect 


UP fr 


named 
metalv 
Architects read architectural sible j 
magazines to find answers to knowl 
their questions How? When? he is t 
Where? What? Why? Who? 
reader 
mecha 
the fi 
appeti 
in the 
him w 
Proof of the architect's interest the ye 
in product information is to be Tod 
found in the editorial experi- 
ence of Pencil] Points. ever. 
Architect inquiries about prod- finger 
ucts mentioned in the Manu- indust 
facturers’ Literature section sacties 
average 
devele 
3,000 a month! The 
Pencil Points is the only archi- Sh a 
tectural magazine with a sep- . 
arate department specifically e el 
designed for the review of | made 
Manufacturers’ product litera- in the 
ture, 
Over ] 
¥, 
: 


Invite specific replies about 
your products in the advertis- 
ing pages of Pencil Points. 
You'll get them at lowest cost 
of any architectural magazine. 


IMPORTANT DECISIONS 


are a big part of Mr. “X's” every- 

day life. “! have found," he says, 

“that the advertisements in The 

Iron Age are as valuable as the 

= : oe —< editorial pages in keeping me abreast 

| > ee ‘ ’ i — aa of all that's new in metalworking. 
- 2 ; § - I study them religiously.” 


Pencil Points 


Send for new book 
“10 FACTS” 


A REINHOLD PUBLICATION 
330 W 42d Street, New York 18. N.Y 
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be con dered.” 


nusua! about 
hts that have been 
They were granted by Congress 
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icts in any field. 
ur. Berge replied that “one per- 


, acing alone should have more | Sears in San Francisco 
an the usual latitude in deter- 


ate ” , =9] 
“For instance,” Mr. Berge said, partments of Warner 


+ is not illegal for one storekeeper Hollywood. The agency represents | 
refuse to sell to a particular in-| General Amusement Corporation, 
vidual. If he conspires with the| New york 
an across the street however, it ‘ Saif 
comes illegal.” . 

ir, Berge said there was nothing | KFAR ge errens veungion: ehbnediis 
KFAR, Fairbanks, Alaska, has ‘ . ’ 
abused.|named Gilbert A. Wellington, re- To Good Housekeeping 
cently returned from active naval) _ 
foster the arts and sciences;| duty, as national advertising rep-|on the retail advertising staff of 


revoking patent 


d, a monopoly in vitamin|sional grants of mineral rights, | Indict Dentists in 
which can be revoked for misuse. 


i eg eta we Renae a Don B. W. Sears Advertising 
ming such m "Ss as . al.. has 5 
mn de 1 with and what he will pig oy mtn rages me — opened | tors in 1939 to support a measure | 
yarge, but when more than on€| young pbuilding, under the direc- mg acu 
Lrson is involved, the public must) tion of Al Jermy, formerly with | dentists, has 
the publicity and exploitation de- | “ 

Brothers, | 4ansing. 


| Detroit Adclu 
| Anti-Advertising Bribe b 
An indictment charging mem- Schedules Course 


bers of the Michigan State Dental 


|Society with bribing state legisla- | Qt Wayne U. 


curbing activities of advertising| Detroit, Feb. 13. — Three new 
been returned byjclasses in advertising at Wayne 
| Michigan’s one-man grand jury in| University sponsored by the Ad- 
craft Club of Detroit, have been 
Four members of the legislative | announced by Gordon W. Kings- 
committee of the society and four | bury, director of the program. 
|members of the state legislature In this announcement, Mr 
during 1939 are included in the|Kingsbury stated: 
indictment. already a definite shortage of 
workers in the advertising field. 
This shortage will doubtless be ac- 
centuated when manufacturers go 
Paul E. Schmolze, for 17 years!|to work on postwar products.” 
The courses will deal with prin- 


hen they are not used for that| resentative in the United States,| the Chicago Herald-American, has | ciples of advertising, advanced ad- 
yrpose Congress has the right to with 
ke them away.” He said similar 
rinciples already exist in congres- | watts: 


headquarters’ at 


Seattle. | joined the advertising staff of Good | vertising and sales management. 
KFAR operates on 660 kc., 10,000 Housekeeping, covering the South-| They will be conducted by 18 ad- 


| west from the Chicago office. vertising and public relations ex- 


UP from the ranks has come John ““X”. . . recently 
named Chief Engineer for one of the country’s biggest 
metalworking plants. His is an exacting job, a respon- 
sible job that calls for keen judgment, experience, 
knowledge. Like 23,610 other engineering executives, 
he is numbered among the 100,800 regular Iron Age 
readers . . . has been ever since the day when, as a 
mechanic’s helper, he glanced through a copy for 
the first time during lunch hour. It whetted his 
appetite for knowledge of the ‘‘what, why and how” 
in the metalworking industry, has kept on furnishing 
him with information, ideas, and inspiration through 
the years. 

Today, he claims it is more valuable to him than 
ever. “Through The Iron Age,’’ he says, “I keep my 
finger on the pulse of every phase of the metalworking 
industry. I can always be up to date on materials, 
methods, processes, equipment. I learn of new 
developments when they happen, not months later.” 

The editorial and advertising breadth that John 
cites — this sweeping, up-to-the-minute coverage of 
the entire world of metalworking — has not only 
made The Iron Age a “‘must” for 100,800 key men 
in the industry . . . it has also made it a “‘must’’ for 
over 1,000 advertisers who are using The Iron Age. 


The case of Mr. ‘‘X”’ presented here in fiction form is founded 
on the established facts of Iron Age readership by 23,610 engi- 
neering executives in the metalworking industry. Any likeness 
to ny living person is neither intended nor should it be in- 
tery reted as such, 


ROBERT F. BLAIR 
1016 Guardian Building 
Cleveland 14 
Main 0988 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


R. M. GIBBS 
428 Park Building 
Pittsburgh 22 
Atlantic 1832 


THE IRON AGE @& 


100 East 42nd Street 


7310 Woodward Ave. 


56th and Chestnut Sts. 


A Chilton © Publication 


Who Reads The Iron Age? 


Here is a breakdown .. . 
slips which contain reader names and titles furnished by 
company subscribers, and (2) by writing letters periodically 
asking who reads The Iron Age. Average readership per 
copy is 5.5 persons. 


Administrative Executives Presidents, Vice-Presidents, 


ascertained (1) by reader routing 


Treasurers, Comptrollers, General Managers, 

Owners . 5 MEA, lear See kt es Se 
Engineering Executives Chief Engineers, Mechanical 

and Maintenance Engineers, Design and Research 

Engineers, Metallurgical Engineers, Production 

Engineers, Tool Engineers, Master Mechanics, 

Ea er ae Fo 
Production Executives Works Managers, General 

Superintendents, Superintendents, Production 

Managers, General Foremen and Foremen, Stand- 

ards, Methods, Inspection ae 28,750 
Purchasing Executives . 10,850 
Sales Executives “ee peer se ns 8,340 
Key Men (Titles omitted but belong in above groups) 8,950 
Total Readers 100,800 


REPRESENTATIVES 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


PIERCE LEWIS 


Detroit 2 
Trinity 1-3120 


B. L. HERMAN 


. RREN 
Chilton Building D.C. WA 


P. O. Box 81 
Hartford 1, 


Philadelphia 39 
Hartford 3-1641- 


Sherwood 1424 


New York 17; N. Y.. 
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|perts who will lecture. 


| 


The lecturers are: 


Detroit 


Advertisers’ 
Export Box & Sealer 
William Hoskins, 
Lee Johnston, United Service Or- 


Campbell, Detroit 
Times; 


Grant, Union Paper 


| ganizations; Lawrence Long, Fred- 


erick Stearns & Co., 
Richard W. Oudersluys, 
Commercial Services, Inc.; Walter 
Painter, 
Company, Chicago; E. A. Schir- 
Publishing 
Co.; J. E. Wellman, Transportation 
Advertising Company; Lee : 
White, Detroit News; and Ralph L. 
Yonker, J. L. Hudson Company. 


vision; 


mer, 


Technical 


Crowell-Collier 


Joins Buchen Co. 

M. A. Hasselmann, 
with Farson & Huff, 
agency, has joined the 
of the Buchen Company, Chicago. 


... another 


Nation's Leaders Using 
The BLUE Network! 


——— 


A Giant of the Cereal World, 
Kellogg serves the homes of 
America two and-a-half hours 
weekly of crisp entertainment 
over the BLUE. The fillip is 
the nation’s top daytime show, 
“Breakfast-at-Sardi’s,” which 
Kellogg carefully pre-tested 
on the big audience, low-cost 
Pacific BLUE Network to as- 
sure T. C. success, 


‘You can use KELLOGG'S 


“Pre-Test” FORMULA 


on the PACIFIC BLUE 


New York + Chicago 


to Success, Too! 


As with the phenomenal 
“Sardi’s,” Kellogg is pre-test- 
ing a new show “Tom Brene 
man’s Highlights,’ Friday 
nights on the Pacific Blue; 
already this daring daytime 
format shows promise of cap 
turing a nighttime Hooper as 
well. You will find good times 
open and many fresh, virile 
packaye-programs at the 
BLUE which can follow the 
Kellogg formula and lead you 
to success. See us now in : 


San Francisco * Detroit + Pittsburgh 


Leslie All- 
|man, Fruehauf Trailer Company; 
| Walter 

| Press; Harry 


Free 
Chisholm, Michigan 
Telephone Directory; Jesse Fleck, 
Willard French, 
Brooke, Smith, French & Dorrance; 
Manfold Giles, Detroit News; 
George 
Twine Company; Edward Haislip, 
Bureau; Al Harmon, 
Company; 
Walker & Co.: 


Nyal Di- 


Publishing 


formerly 
Louisville 
copy staff 


of the 


Hollywood 
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Set 1945 Dog Week 


1945 National Dog Week, under 
the general chairmanship of Rob- 
ert L. Ripley of “Believe It or Not” 
fame, has been scheduled for Sept. 
16-22. Harry Miller, executive 
secretary of the observance for 
the past two years, will direct the 
1945 promotion from newly opened 
offices at 424 Madison Ave., New 
York. Other officers are: W. E. 
Armstrong, president of Arm- 
strong Food Company, president, 
and Capt. Will Judy, editor of Dog 
World, and founder of National 
Dog Week, vice-president. 


Issues ‘HM’ Newsletter 


Hospital Management, Chicago, 
is issuing a monthly “Hospital 
Management Newsletter” for the 
hospital market based on the re- 
search and editorial activities of 
the publication. Copies are avail- 


able free of charge to those inter- 
ested. 


TBA Offers Tele Data 


Television Broadcasters Associa- 
tion, New York, has compiled the 
proceedings of the first annual 
conference of the association held 
in New York Dec. 11-12. The re- 
port, together with the first year- 
book of the television industry 
published by TBA, are available 
at $3.25 from the association, 500 
Fifth Ave., New York 18. 


Cleaveland to Mears 

Cleaveland Laboratories & Mfg. 
Company, Peapack, N. J., proces- 
sor and manufacturer of plastic 
coated papers and textiles, has ap- 
pointed Mears Advertising, New 
York, to handle forthcoming ad- 
vertising in trade and industrial 
publications. 


Commerce Issues 
Single-Page Data 
Form for Counties 


Washington, Feb. 14.—A_ bird’s 
eye view of the population and 
economic characteristics of any 
county in the country may be had 
by applying the new “finding 
guide for basic business data,’ 
worked out by Department of 
Commerce officials, and forwarded 
to Commerce field offices through- 
out the country. 

Designed to bring together on a 
single sheet all known informa- 
tion about the people of a particu- 


lar county, including the percen- 


tage that own appliances, and the 
value of local industries, the work- 
sheet serves as a master-index to 
enable interested individuals to 
use Commerce data with a mini- 
mum of difficulty. 

With the “finding guide,” for 
instance, a user knows exactly 
what Census table to use in learn- 
ing the number of radio homes in 
a particular county, or if he wishes 
to have a complete picture of the 
population and business of a coun- 
ty, he has a key to all the avail- 
able reports before him. 

In testing the guide, the De- 
partment’s division of small busi- 
ness has filled out fact sheets for 
325 of the nation’s 3,050 counties. 
Many of these completed forms, 
generally covering nearly metro- 
politan areas, are available at lo- 
cal Department of Commerce field 
offices. 

For counties which have not 


This, too, is one of our big jobs 


CarINnG for needy children—for twenty 


years this has been the American Legion’s 


most heart-warming job. 


Working co-operatively with estab- 


6,000,000 children of the veterans of our 


wars have thus been cared for. 


child?’ 


it sends its help, and to where established 
welfare agencies do not exist. Its homely 
philosophy is ““A square deal for every 


Helping children like the small son of 

a certain ex-private—suffering with 

a lingering illness, desperately in need of 
more extensive medication than his 
father could afford—the prompt work of 
the Legion’s Child Welfare Division 


restored him to health and usefulness. 


Helping children who are under- 
nourished, children who are poorly 
clothed—the Legion has expended 


$50,000,000 in this effort. Nearly 


lished welfare agencies both state and 
national, the American Legion not only 
extends a hand of help to the children 
of veterans, but also works for the 
betterment of the lot of all America’s 
children. 


It works particularly against those 
circumstances which propagate juvenile 
delinquency. It sponsors a vast program 
for the enlightenment and guidance of 
parents. Swiftly to the farthest call 


And certainly this is not a work 
without reward. Indeed, our recompense 
shall be great. 


Millions of children with their smiles 
brightened, their hearts lightened, 

their bodies strengthened, their American- 
ism stoutened into solid steel—these 

are our heirs. And to them some day 

we shall throw the torch. 


And they will hold it high. 


THE AMERICAN LEGION maintains 15 year-round youth 
activities, sustains interest of all members through 
the pages of The American Legion Magazine re- 
porting, suggesting, inspiring, helping. 
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been included in the exper men}, 
sample, the field offices can supp), 
the blank “finding guides.” The 
list all the characteristics, |yst , 
the completed forms list them, py 
instead of supplying the an -we, ;, 
each case, the individual charag. 
teristics are followed by © refe; 
ence to the census table w)icre thd 
answer may be found. Mos: of thd 
information is from the Census of 
Manufactures for 1939; the Cen 
sus of Business for 1939; the Cep 
sus of Agriculture for 1940 ap 
the Census of Population ap 
Housing for 1940. 

Under “housing characteristigg' 
for instance, the guide show 
where to look for such informa 
tion as the number of occupie 
dwellings; the percentage owner 
occupied; the percentage with me 
chanical refrigerators, radios, elec 
tric cooking, gas cooking, wood 
cooking, central heating and pop 
ulation per occupied unit. Othe; 
“housing characteristics” are: the 
number with electric lighting 
running water, and interior toilet 


Other Characteristics Shown 


Among the “manufacturing 
characteristics” listed are: num- 
ber of manufacturing establish- 
ments; number of wage earners: 
wages paid; value of products and 
the major industrial groups of 
manufacturing such as food, print- 
ing and_ publishing, furniture, 
chemicals, lumber and apparel. 

Another section dealing with 
“trade characteristics” deals with 
the number of wholesale, retail 
and service trade establishments, 
employment and payrolls. A sec- 
tion on agriculture gives the key 
to number and value of farms; 
proportion of mortgages, numbe 
of farm autos, and the value of 
various crops. 

Under the headings “physical 
characteristics” and “population 
characteristics” such data as the 
number and sizes of cities, and 
the number of employed workers 
by occupational groups is handled. 


John Marston Joins 
Drake University Staff 


John Marston, former promotion 
manager of the Des Moines Reg- 
ister and Tribune, and recently as- 
sistant to the executive staff, has 
resigned to accept a position as 
director of public relations and 
admissions counsel of Drake Uni- 
versity at Des Moines. 
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—Buy Advertising Space in the Magazine Whose Every Issue Proves Itself to be of the Utmost Importance to Aviation’s Maintenance 
Men: Aviation Maintenance. This magazine alone in its field has consistently adhered to one policy—complete editorial coverage 
of every phase of aircraft and airport maintenance, service and operations. Each and every article in every issue is an analysis 
of some phase of operation, and supplies a well-informed answer to the problems confronting airport and maintenance men. 


Such articles as these appeared in recent 
issues: Aiming for New Records in Service and 
Sales (Practical tips for airport service “fixed 
base” operators). Periodic Inspection of Main- 
liners (Line checks for airline operation). Air- 
craft Engine Lubricating Oils (Selecting the 
right lubricant). Progressive Airport Service 
(‘he “know how” of small airport operations). 
P-oduction Line Engine Overhaul (Keeping mil- 
itsry airplane engines in top condition). Build- 
in) the Small Airport (Step by step methods and 
procedures). Keeping the Small Plane Air- 
v rthy. Stock Control for Base Operators. Win- 
'« ization of Flight Equipment. 


R.ad by such important men as these: 
{( \—Executives, superintendents, engineers 
“! | supervisory shop personnel of commercial 
a. lines. (2)—Airport managers, executives and 
te hnicians. (3)—Airport service (fixed base) 


Aviation 


Maintenance 


operators. (4)—Civil Aeronautic Administra- 
tion officials, divisional heads, regional and dis- 
trict engineers and inspectors. (5)—Distribu- 
tors and dealers in aircraft accessories, parts 
and components. (6)—The armed forces. It is 
important to note that from this group will come 
the aviation leaders for the next two generations. 


Brought such comments as these: “.. . all 
helpful information: in articles are of tremen- 
dous help to our shop personnel’’—from an in- 
ternationally famous fixed base operator. ‘ 
particularly helpful to our superintendent of 
maintenance and mechanical staff’’—vice presi- 
dent of large mid-west chain of airport opera- 
tions. “... your magazine—we believe it is a real 
asset to the aviation industry”—manager of an 
important municipal airport. “. . . magazine is 
tops in the field—keep up the good work’”—cer- 
tificated mechanic in aircraft and engine repair 


shop. “... Iam receiving many publications but 
yours is by far the most useful to me” —manager 
of active eastern airport. “... no doubt the best 
in the field—and we mean it!”—prominent air- 
line executive. ee 

ok tk 


It all adds up to one thing—Aviation Mainte- 
nance stands alone and supreme in editorial cov- 
erage, and in total readership. It reaches the 
readers you need to do a thorough selling job. 


A CONOVER-MAST PUBLICATION 
205 East 42nd St., New York 17; 333 North 
Michigan Ave., Chicago 1; Leader Building, 
Cleveland 14; Duncan A. Scott & Co., West Coast 
Representative, Mills Building, San Francisco 4, 
Pershing Square Building, Los Angeles 13. 
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| being disclosed. It may, for exam-| extensive war contracts to make, second of three men who have had, few stores opened in 19 T jn COr 
ears a es op | ple, open a branch in Mexico City, | shells, radio equipment, tank parts | most to do with the firm’s suc- | store openings gathered men many ¢ 


| where Sears has shown an interest| and other war goods includes one|zess. First was Mr. Sears, re-|tum in 1927, and reached Deak and we 
in property. Sears’ policy for dec-|for turning out demountable| zarded as a genius at promotion,|in 1929 when stores we) being sign, De 
HIP |ades has been to keep its plans|houses— production that mighi| vho “inventea” the company’s | opened on the average of ine ¢,) Durll 
i ion al ° |secret until they are ready to be readily be switched postwar to the | catalog and for years wrote most|every other business day Wher, ti0 h 
ry put into effect. consumer market. of it. He got the idea of selling|the depression began, 31} wo,.mm tailed. 
e | Sears’ prospects were not alway: | more for less in 1886, when, as|in operation. The stores paid wel] ception 
60% b R { Demand Does the Trick so glowing, although its sales have|a railroad station agent in North| even in the worst depressio: yex,.m its OW! 
0 y e al | With becoming modesty, these| almost steadily increased since | Redwood, Minn., he made a profit|and their number gradu. ||) ;, Mm Sea's, | 
| officials indicate that the new rec-| Richard W. Sears and Alvah C.| disposing of a shipment of watches | creased to 595 in 1940, sinc Which consum 
ord was set largely because of the| Roebuck joined forces in about/|for a local jeweler by selling to|time changes have been jy fm offe: t 
Postwar Plans Kept unprecedented demand for con-| 1890 in Minneapolis. It nearly ran} other railroad men by mail. for sale 
S +: M O sumer goods. However, few chains| into disaster in 1921 when, after| Mr. Rosenwald brought to the Stores Tap New Markets large t 
ecrer; May pen have reported as high sales gains| Mailing its general catalog and|mail order business the idea of! coors total sales ® the All 
Mexico City Branch as has Sears. fixing prices for six months, the| gearing distribution to mass pro- creased #6. thé ng ame. i owns al 
Whether or not Sears continues| nation’s price structure collapsed | duction methods. He believed in grew, largely because th toregil ing cor 
a a ae in the billion-dollar class, its fu-|in the depression of that year.| selling for less by buying for less, tapped new markets. The store out ma 
ono “" e sas se ie ase. a ture seems rosy. Its People’s Book| The firm’s net loss for the year|through mass and cash buying, had been called the “F aval It bt 
a billion-dolla> aakan PP ec mone Club, begun July, 1943, has more| was $16,400,000. Sales had dropped | and in always maintaining quality. Bible.” The stores iekiched tomers 
compan ' ’ than 250,000 members and is still | from $233,000,000 to $159,000,000.!_ The third in this group is Gen.| yrban market and did not offe pany m 
a & Ce. af the ane growing (AA, Jan. 29). Its farm|Julius Rosenwald, then  board| Robert E. Wood, now chairman of much competition to the colaial duce an 
of its fiscal year Son, 91 finally equipment factory, now engaged | chairman, personally made $21,-|the board. He was the man who,| trade. They were located in neigh oo 
added a tenth cipher to its annual|i® War production, has been 000,000 available to meet demands.| over much objection, put Sears|borhood areas in many cities a 
sales made by 10 mail order plants, greatly expanded since 1941. Its| Mr. Rosenwald is said to be the|into the retail business. The first} whereas most similar store wer ae 
268 order offices and 617 retail 
stores (including 14 agent stores) 
throughout the country. 
Sears’ total gross sales were of- 
ficially announced as $1,015,382,- 
935. The proportion retail sales 
bear to mail order business is not 
known, and the exact figures will 
pw soon be released 4 Daur 
information of the public—an ve 
chain store trade. BUSINESS PAPER | 
in 1940 Sears went so far as to SELECTING A } 
say that in 1933 the retail stores IN ACH ] 
for the first time exceeded the ECTI VELY RE 
10 mail order plants in sales. By TO MOS r EFF } 
1940, it was generally believed KET 
that the stores accounted for about KING MA R I 
60% of Sears revenue. Wartime E ME TALWOR : 
conditions have perhaps affected TH f 
this percentage in favor of mail I 
order sales, but the stores prob- 
ably did close to $600,000,000 in 1. Analyze the Market : 
business in the past 12 months. ° é 
1 
Gains Over Wards ° 
2. Determine Plant 
The 1944 record represents a " 
16% gain over 1943 sales, com- Coverage t 


pared with only a 4.6% gain by 
Montgomery Ward & Co., which 
today announced gross sales of 
$663,519,316 for the year ending 
Jan. 31. In 1943, Sears outsold 


Wards by about 38%; last year it 
was about 53% ahead. 
Sears’ postwar plans are not Wh 
e] 
pa 2aya luv ase: 4. Check the Men 
geo €sce2s Read It - ' 
E o E £e- 3% * 3° dy the Editorial Let's assume that you have taken steps No. 1 and 2. You 
4 e é, 
a : + + 5 o & a 5. ib y have analyzed the market—and found metalworking to be 
Ss g 9 =%S 3 £ E £ . . the nation’s largest industry, actually an industrial empire 
ZS r | ; : é ; 
i i Bien eevgee | made up of various industries such as aircraft, electrical 
Fastesuoegve” 5 
Cs @ eoVE SS equipment, small tools, machinery, etc. 
i) a os © 
t 3 9 a = a You have checked STEEL'S specific coverage against the 
so OE + ] ; aes 
Ste a o 3 S 5 a geographical pattern of activity in the industry and deter- 
. : o - P 
~ . 5 e's o e oe oe 2 mined the importance of the plants reached. So the next 
& ; - = 5 2 & $ - 5 step is to measure the sales possibilities—in terms of 
oan » P 
3 £ 3 é = > r) to. your products—in the plants that are reached by STEEL 
wo Yee 3. hy} Hon 
eRe sl PSsis gs | 
eEBansSSBEZBES=R S 2 
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| Check Size of Plants and Products Made 


What size plants are reached? And just as important, how 


Getting 
A LION’S SHARE 


& OF APPROVAL 


large are the ones not reached? This check indicates the 
thoroughness by which your market is covered. STEEL 
breaks down its metalworking coverage by employment 
and capitalization, and by products manufactured. ‘‘How 


STAR-TIMES 


‘OWNERS & OPERATORS OF KXOK 


many automotive plants employing over 500 are there, 
and how many does STEEL reach?” And again, ‘How 
many electrical equipment manufacturers are there in the 


same class, and which ones are reached by STEEL?” It's 


easy to answer dozens of questions like that when you use 


STEEL'S Postwar Market Selector. 


| 
BN sone THE SALES POSSIBIZTT IFO" 
ee 
—— =f | 
m \-4-e7 ——— ee 
— Kh 


000 
tisin 
In 


‘uring the war Sears opera- 


nt ynal 


; at least a dozen manufactur- 


‘rs a year and cost the com- 


e and distribute. About $1,000,- 
more is spent for other adver- 
g of the mail order service. 
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ongested downtown areas;| usually spend over $10,000,000 a 
offered free parking service| year for advertising, mostly in 
vere of the “windowless” de- | newspapers. 

both Sears innovations. 


Joins Glasser-Gailey 


C. A. Sheahan, former produc- 
tion manager of the May Com- 
pany, Los Angeles, and previously | 
assistant advertising manager of | 
B. Altman & Co., New York, has | 


have not been much cur- 
Always known for its ex- 
diversity—it once sold 
wn make of automobile, the 
_ and has sold almost every 


imer item—it continues to} P- : 

tens of thousands of items| joined Glasser-Gailey & Co., Los 
ale: continues to maintain a| Angeles agency, as _ production 
testing laboratory; operates | Manager. 


\llstate Insurance Company; 


Saunders to MacLean 


Flight Officer Sidney A. Saund- 
ers, recently released from the 
RCAF, has joined MacLean Pub- 
lishing Company, Toronto, as rep- 
resentative for MacLean’s and 
Chatelaine in the eastern United 
States. His headquarters will be 


companies; continues putting 
many catalog supplements. 
catalogs go to 7,000,000 cus- 


more than $8,000,000 to pro- 


addition, the retail stores|in New York. 


\Canada Retains 


Curbs on Credit 
Sales to Public 


Ottawa, Feb. 15.— Consumer 
credit curbs now in effect in Can- 
ada are slated to remain for the 
time being, according to Wartime 
Prices and Trade Board Officials. 


Some pressure has been exerted to | 
have these controls eased but con- | 


sultation with other interested 


government departments has) 


brought a decision to continue 
present regulations. 

That consumer credit regula- 
tions have been very effective in 
Canada during the past four years 
is indicated by figures covering 
the experience of 662 stores which 
had sales volume of $186.8 mil- 
lions in the first six months of 


| 1944. Of this total, 70% was rep- 
| resented by cash sales; the same 
|group of stores in the first six 
|months of 1941 had total sales of 
| $150.2 millions, only 59% of which 
| were for cash. Thus while total 
| sales in these stores rose 24% in 
|the three-year period, the volume 
lof cash sales was increased by 
/48%. Of the stores covered in this 
survey, 76% of the 1944 volume 
was represented by department 
store sales. The remaining figures 
covered clothing, furniture, fur 
and jewelry outlets. 

The record for 59 Canadian de- 
|partment stores with total sales 
of $141.7 millions in the first half 
of 1944, shows that cash sales rep- 
resented 75.8% of total volume, 
compared with $111 millions and 
68% in the first half of 1941. 
Charge account sales in the three- 
year period actually rose in dol- 
lar volume but percentage to total 


_— 


Look at the Operations Performed in the Plants 


For many advertisers the only way to measure sales possi- 
bilities is by the operations performed in the plants covered. 
For example, a welding rod manufacturer wants to know 
how many plants do welding—how big are they, and how 
many are reached by STEEL. Or a machine tool manu- 
facturer is interested only in the plants with production or 
maintenance machine shops. To help you in this important 
part of your marketing job, STEEL makes available to you 
in convenient form, data on 20 major metalworking opera- 
tions. STEEL maintains detail data of operations on more 
than 18,500 metalworking plants. 


Welding 
Pickling 


Electroplating 


Galvanizing or 


Metal Washing or Degreasing 
Sand Blasting 
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Aenawers to Your Zuestions About Postwar Possbitities 


Which plants (by product classification) are still making 


STILL MAKING THE SAME PRODUCTS 
AS BEFORE THE WAR? 


the same products as they were before the war? Which 


plants have developed new products, and which intend to 


to show you “The Who—What—Where— 
and How of Metalworking” and STEEL’S 
Postwar Market Selector. They will give 
you the kind of information that will 
make your market analysis job easier, 
and provide a definite basis for your own 
peacetime planning. 


STEEL 
Penton Building, Cleveland 13, Ohio 


FURNACE 


go back to manufacturing their prewar products? Also 
you'll want to have the industry's own estimate of the time 
needed to reconvert to peacetime production. STEEL can 
give you the answers to these and other questions that come 
up in searching out sales possibilities in the huge metal- 
working industry. 


$s 
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| sales remained unchanged at about 
117%. Proportion of instalment bus- 
|iness to total sales dropped in 
|half to 7% in 1944. 
| In general, the Canadian regu- 
|lations require a one-third cash 
down payment on credit pur- 
|chases of almost all consumer 
|goods and payment of the re- 
| mainder of the credit price in from 
|6 to 15 months depending on the 
itype of article and the amount 
|financed. Charge accounts must 
|be paid within one month of the 
;end of the month in which pur- 
| chases are made. 


Prairie Farmer Releases 
‘Lincoln-Land’ Data 


Prairie Farmer-WLS is releasing 
this month data on the Lincoln 
Land market— Indiana, Illinois 
and parts of Wisconsin and Mich- 
igan—in a 96-page booklet being 
distributed to advertisers and 
agencies. 

The book, in three parts, con- 
tains consumer market data, whole- 
sale and retail distribution infor- 
mation, and a detailed analysis of 
the agricultural market in this 
four-state area, 


In 333 B.C. It Might Have Been 


ALEXANDER 
| THE GREAT 


4 


= 


But the other Thursday evening it was 
VICE ADMIRAL 
BEN MOREELL 


We'll bet the people of Alexander’s 
empire would have gotten a big 
bang out of hearing the big boss tell 
them how he built a giant causeway 
across the sea to take the island 
city of Tyre. 


— 


Certainly the Crossley shows mil- 
lions of Americans got a kick out of 
hearing the Seabees’ chief describe 
how his battalions get our boys ashore 
onisland after Pacific island from the 
Aleutians to the Solomons. 


Admiral Moreell is one of many 
newsmakers who are telling America 


the story of the headline news they 
help to make. . . over the MARCH 


| OF TIME. Are you listening? 


The March 
of Time 


SPONSORED 
BY THE EDITORS OF 


TIME 


10:30 P. M. (E.W.T.) 
EVERY THURSDAY NIGHT 
NOW OVER 
THE BLUE NETWORK 
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Brings more results for ad- 
vertisers than any other 
electrical publication - - - 
average inquiries direct to 
publisher for forwarding to 
jadvertisers are averaging 
over 7,500 per issue for the 
past several months - - - 
many more went directly 
to the advertisers. 


a Retngete” 


“BLECTRICAL SovrpMant | 


Published by 
SUTTON PUBLISHING co. 
60 EAST 42ND STREET, NEW YORK 17 


WCKY, Cincinnati, 


WCKY Appoints LeBrun 
as National Sales Head 


Appointment of Harry A. Le- 
Brun as national sales manager of 
has been an- 
nounced by 
Kenneth W. 
Church, execu- 
tive vice-presi- 
dent of the 
L. B. Wilson 
station. 

Mr. LeBrun, 
who will head 
the station’s 
new _ national 
sales depart- 
ment, was for- 
merly with 
WNOX, Knox- 
ville, Tenn., where he served for 
two years as commercial and sta- 
tion manager. 


Harry LeBrun 


Ireland to Goodrich 


William E. Ireland has been ap- 
pointed general manager of re- 
placement passenger car tire sales 
for B. F. Goodrich Company, 
Akron. Since October, 1943, he has 
been with the War Production 
Board, 


Advertising Age, February 19, \9-. 


'Hill-Shaw Co. 
Starts Special 


Drive on Filters 


Chicago, Feb. 13.— Hill - Shaw 
Company, maker of the Vaculator 
Pyrex coffee maker, the filter of 
which is made of china, has an- 
nounced to the trade that it has 
prepared a large, color counter 
display for its new Dutch Cloth- 
less coffee filter. 

The new filter, also made of 
china, is said to fit most styles of 
glass coffee makers and thus de- 
serves a separate merchandising 
effort. The displays, which will 
each hold 12 cartons of Dutch 
filters, illustrate how the filters fit 
into Vaculators and carry a full- 
color picture of a Dutch girl trade- 
mark. 

Trade paper ads explain that for 
a limited period the company 
offers a special introductory bonus 
of one Dutch filter for each 11 
purchased by dealers, and that 
dealers’ profit on a case of three 
dozen amounts to 45%. 

The company has just this year 


The 


one and only 


PLASTICS 
CATALOG’ 


is also the 


one and only O 


complete 


Directory! 


LASTICS 


y 


D 


R 
E 
C 


ATALOG 


PUBLISHED BY PLASTICS CATALOG 
7322 GQAST 4208 STREET, 
Chicago . 


isseminates the A to Z of plastics information... 
important to both buyer and seller 


ndexes classify and separate the industry into 
molders, fabricators, laminators, extruders 


eproduces every known molder’s identity mark 
and records, alphabetically, all trade names 


numerates and outlines the materials, chemicals 
and equipment purchased by the industry 


laims and submitted data carefully reviewed for 
accuracy by publisher’s experienced personnel 


horoughness of staff’s work rechecked and verified 


by mail, telephone calls, field visits 


riginal! The only Directory of its kind . . . offered 
as part of the only Plastics Catalog 


eady for you now!—the 1945 Plastics Catalog, 
Directory and Encyclopedia— Price $6.00 


ear after year, as again now in 1945, Plastics 


Catalog extends its leadership as the industry's 


reading, reference and market authority 


*17,500 circulation 


ABC Audited 


MEMBER 
OF 


Washington « 


AUD 
CiR 


NEW YORK 
Cleveland + 


2,- Wa Fs 
Los Angeles 


‘| the country. 


PROMOTED — In trade ads, Hill-Shaw 
Co., maker of Vaculator coffee brew. 
ers, is announcing this color counter 
display which holds 12 cartons of the 
company's new Dutch Clothless coffee 
filter, and demonstrates its use. 


begun bidding for home use of 
Vaculators, formerly a restaurant 
item, and has launched a vigorous 
business paper, general magazine, 
and dealer aid campaign (AA, 
Dec. 4): 


Peterman in Free Offer 
Wm. Peterman, Inc., New York, 
is using American Druggist, Drug 
Topics and Progressive Grocer to 
promote a “free goods deal” by 
which two free units are offered 
with each dozen ordered of Pet- 
erman bug_ killers — Discovery, 
Roach Food and Ant Food. An 
expanded newspaper advertising 
program of 28-line insertions will 
appear five times weekly in more 
than 150 newspapers throughout 
Doherty, Clifford & 
Shenfield, New York, is the agency. 


Rickles to Head New 
Industrial Ad Dep't 


Ray Rickles, formerly with OWI, 
has been appointed by Associated 
Electronics Corporation, New York 
consulting engineer firm, to head 
a new industrial advertising de- 
partment. The department will 
assist advertising agencies and 
manufacturers in the preparation 
of industrial catalogs, instruction 
books, technical manuals, technical 
sales brochures, and over-all in- 
dustrial campaigns. 


LOOK THEM OVER 


Everybody is talking about 
Post-War Plans. 


You don't need to wait for 
Post-War Development of 
INDIANA PROFIT MAR- 


KETS if you have goods to 
sell. 


Our unique plan for securing 
distribution and sales can be 
worked out through the news- 
paper members of the 
INDIANA LEAGUE 
of 
HOME DAILIES 


You can have the opport: "ty 
to 
Look Them Over 
by getting in touch w: 


_Member of the American Associ''0" 
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ORKING together cattlemen have 
4 all but banished “scrub stock” 
from the ranches and farms of 
J Oklahoma, and have introduced 
of pure bred strains of sleek Angus and Whiteface Abernathy Photograph of Pure Bred Angus on Cecil W. Cotton Ranch. 
R- which now graze where picturesque longhorns 
" once roamed. A quarter of a million head of 
live stock was marketed through the TULSA 
* stockyards in 1944, putting almost $9,000,000 
$- in the pockets of cattlemen in “The Magic Em- 
pire.” Here are millions available for the pur- 
chase of YOUR product by the people you can 
TELL and SELL through the pages of the news- 
papers THEY READ! 7 
ty e 
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OPA and Jobbers 
Launch Cigaref 
Rationing in NY 


800 Distributors 
Join Association's 
‘Voluntary’ Plan 


New York, Feb. 15.—As 200 
cigaret jobbers voted unanimously 
here this week to put into effect 
a plan proposed by Daniel P. Wool- 
ley, regional director of OPA, to 
supply retailers cigarets at ceiling 
prices in proportion to their nor- 
mal demand, National Association 
of Tobacco Distributors told Ap- 
VERTISING AGE that about 800 of its 
1,800 members throughout the 
country have joined in a consumer 
card rationing plan (AA, Jan. 22). 

New York has not yet joined in 
the NATD program. Ira Katz, re- 
cently named president of Metro- 
politan Tobacco Company, which 
last year did a business of $43,000,- 
000, or about one-fourth of the 
total of the metropolitan area, is a 
director of NATD, and later may 
influence other distributors here in 
joining its plan. The plan was in- 
troduced at Chicago last month 
by Joseph Kolodny, managing di- 
rector. 

Meanwhile, Hyman Oriel, man- | 
aging director of the Wholesale | 
Tobacco Distributors Association | 
of New York, presided at the OPA | 
meeting, which was intended both | 
to provide fairly adequate cigaret | 
supplies and to combat the black | 
market. The New York program 
goes into effect at once. 


Supply at 60-70% Level 


Although there will still be some 
cigaret shortage, Mr. Woolley 
pointed out, “smokers will be able 
to get about the same number of 
cigarets as they bought in Septem- 


In the 


SALT LAKE 
MARKET 


TODAY — 


it's KDYL for 
radio's most 
popular shows 


TOMORROW — 


It will be KDYL 
for Television 


This station is the first | 
Missis- 


sippi and the West 


between the 


Coast to be granted 
a license by the FCC 
for experimental tele- 


vision broadcasting. 


KDYL 


_ SALT LAKE C/T¥ 


= 


UTAH EWBG SATION 


National Representative: 
JOHN BLAIR & CO. 


ber or before the buying boom 
started.” These are about 60 to 
70% of what they were a year ago. 

The jobbers agreed to pass on 
to retailers their fair quotas of 
the cigaret supply which they re- 
ceived from the manufacturers. 
Various base periods are used by 
the different manufacturers, but 
usually they are for some month 
of 1943. The percentage of the base 
period which the quotas represent 
will be announced to the retailers 
each month. 

For contingencies, jobbers may 
withhold 10% on sales to retailers, 
or 5% on sales to sub-jobbers, 
who in turn could withhold 5%. 
One contingency this would cover 
would be contribution to a pool of 
cigarets to be formed to supply 
retailers from whom _ jobbers 
might withhold supplies because 
the retailers would not join in 
black market schemes. 

“To date,’ Mr. Woolley said, 
“the fear that they will be cut off 
from future supplies has been the 
reason why few retailers have 
come forward with information 
against any black market opera- 
tor.” 

The number of distributors who 
have requested samples of the 


NATD consumer ration cards for 
printing and use in their areas is 


'expanding steadily. The 800 who 


have already joined in this pro- 
gram represent nearly half of the 
1,800 members of the association. 
There are about 2,800 tobacco dis- 
tributors in the country, but the 
NATD membership is said to do 
about 80% of total wholesale vol- 
ume. 

Although breakdowns are not 
yet available, requests for the 
cards have come from distributors 
in Chicago, Cincinnati, Denver, 
Pittsburgh, San Francisco, St. 
Louis, Seattle, and other places. 
A large Scranton distributor, for 
example, will use 1,000,000 of them 
for consumers in _ northeastern 
Pennsylvania. A Jersey City dis- 
tributor will need about 400,000. 
An Amarillo, Tex., distributor, 
operating 16 branches, will put 
them to work throughout the 
Texas panhandle and eastern New 
Mexico. 

The consumer card plan, NATD 
explained, also has been adopted, 
among others, by R. H. Macy & 
Co., New York, by the United 
States Military Academy at West 
Point, and by the Department of 
the Interior, for its employes. 


FTC CIGARET STUDY 
FINDS INDUSTRY BLAMELESS 


Washington, Feb. 14.—An ex- 
haustive FTC study of the cigaret 
shortage resulted today in a clean 
bill of health for the industry, and 
a_ recommendation that companies 
resurvey their markets and revise 
their distribution to conform with 
population shifts. 

While the Commission said it 
found no evidence that the current 
shortage was attributable to illegal 
contracts or understandings, the 
report focused attention on the ac- 
tivities of jobbers who have been 
building new channels of distribu- 
tion in an effort to increase their 
profit margins. 

For the most part, manufactur- 
ers have been reasonably faithful 
in following self-imposed ration- 
ing systems, FTC said, but jobbers 
have cut off many of their former 
sub-jobbers and retailers. 

During periods when the cigaret 
business was highly competitive, 
FTC found, jobbers allowed dis- 
counts of 10% plus an additional 
1% for cash to sub-jobbers and 
volume buyers, in order to main- 
tain rapid turnover. 

With the advent of the shortage, 
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| it was no longer profitable { 
these discounts “and, as a 
there developed a genera 
ency on the part of job 
discontinue the sale of cig: 
sub-jobbers and to those r 
enjoying long discounts. 

“This resulted in the dist 
of cigarets to new account 
of whom were former cu 
of sub-jobbers and retaile 
cut off, and in addition, « 
were distributed to favors 
tomers.” 

FTC said its invest 
showed that some jobbe: 
ployed tie-in sale practices. 
complaints will be given ind 
ent attention,’ * the Com: 
promised. 

Some jobbers, looking fo 
to postwar business, have 
ued to supply their sub-; 
and other customers, inc! 


limited quantities of cigare' 


for the most part there was 
system to their rationing. 


Some pro-rated all cigaret 


favored customers; some lef 
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Not Responsible for Shortage 


S Te- 


gardless of brand; others distrib- 
uted more popular brands only t 


t the 


Rogers & Slare 


MANAGEMENT CONSULTANTS 


MAN SPECIFICATION 


THE COMPANY: 


THE POSITION: 


342 MADISON AVEN 
NEW YORK I7, N.Y 
MURRAY HILL 2-2550 


LOOKING 


GENERAL 


WANTED: 


A MAN WHO ISN'T 


FOR A JOB 


TRAFFIC MANAGER 


A well-known and long established industrial organization 


with several divisions and subsidiary Companies, manu- 
facturing an extensive line of packaged goods sold nationally 


through drug and department stores, 


chain stores, 


syndicates and 


other retail outlets, and a wide variety of products and supplies 
sold direct to industry. Ably managed, strongly financed and a 


leader in its field. 


General Traffic Manager, with headquarters in the 


Company's executive office located within a few miles of 


New York City, 


reporting directly to the President. 


In addition to the Traffic Department he will be in charge of the 


Shipping Department and Plant Warehouses; 


later he will take over 


Receiving and Stores. These departments now employ approximately: 


Trazrtic, 


13 people; Shipping, 140 people; 


Plant 


30 people; Receiving and Stores, 50 people. 


Warehousing, 


The Traffic Department's functions are covered in the attached 
memorandum. They require first-hand knowledge, 


General Traffic Manager, 


on the part of the 
of the methods, procedures, 


organization 


and equipment relating to the functions involved. 


Work will be confined, 
at main plant; 


at outset, 


to parent company's operations 
later will extend to Chicago plant and San 


Francisco warehouse. Ultimately may develop into general Traffic 
Service for several subsidiary companies, depending on 
effectiveness of department. 


QUALIFICATIONS 


PERSONAL : 


EDUCATION: 


Preferred age range, 
sobriety, industry, 


35 to 45. High rating as to character, 
imagination, pleasing personality, 
work easily and effectively with immediate associates in management, 


purchasing and manufacturing. 


before the Interstate Commerce Commission. 


health, 
and the ability to 
sales, 


College graduate, or equivalent. Special traffic courses desirable. 
Desirable but not essential to be qualified to appear as a Practitioner 
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robim to their salesmen, who 


jolec them out to customers on the 


gsis of past sales. 
“Jt cannot be concluded that any 


sract. ce adopted by jobbers is re- 
‘pons ble for the present national 


‘sarct shortage,” FTC said. 
“However, there is a showing 


hat ndividual jobbers have cut 


¢ cistomers and favored some 


ustomers as against others, which 
oract. ce result in uneven distribu- 
‘ion and localized shortages.” 


In June, 1943, R. J. Reynolds in- 


stituted rationing of Camels on the 
ypasis of past purchases, setting a 
pattern Which has since been fol- 
lowed by all of the large and most 


f the small manufacturers, FTC 


All Now Rationing 
By June, 1944, the last of the six 


largest manufacturers had resorted 
to rationing, and by the end of the 
year One company was shipping 
approximately 50% of base period 
purchases; another approximately 
30%; another 72% 
70%. 


and another 


Various companies have adhered 
their respective plans with 
arying degrees of fidelity, FTC 


said, and no company has adhered 


tising Age, February 19, 1945 


strictly to the announced plan. 
Customers, referred to as “hard- 
ship cases,” have received addi- 
tional allowances for a variety of 
reasons, including friendship and 
good business. 

“The finding that no manufac- 
turer has adhered strictly to the 
rationing plan should be consid- 
ered in connection with the fur- 
ther finding that no manufacturer 
has been found to have capitalized 
the situation by manipulating ra- 
tioning for competitive advantage 
or with undue trade restrictive 
results.” 

The Commission also found that 
“no selling practices of retailers 
can be said to be contributing to 
the shortage. On the contrary 
and to the extent of the investi- 
gation, there is a showing that 
most retailers are doing much to 
assuage the present shortage by 
curtailing the number of packs 
sold to individuals and stretching 
inadequate supplies to service as 
many members of the public as 
reasonably possible.” 


Decline in Volume Shown 


Figures gathered by the Com- 
mission dramatically show the de- 
cline in cigaret supplies for the 


domestic market. In 1943 257,- 
438,316,640 tax paid cigarets were 
recorded, compared with only 
240,003,864,096 in 1944. At the 
same time, tax-free cigarets for 
the armed forces and allies went 
from 38,825,982,862 in 1943 to 79,- 
009,454,366 in 1944, with tax-free 
withdrawals particularly heavy 
during the last four months of the 
year. 
Monthly Output Climbs 


Supporting its conclusion that 
neither government crop control 
policies nor the regulations of 
WPB, OPA and War Manpower 
Commission have curbed cigaret 
production, FTC pointed out that 
monthly output went from an 
average of 21 billion in 1941 to 
25 billion in 1942; 28 billion in 
1943 and 29 billion in 1944. Total 
production went from 218 billion 
in 1941 to 257 billion in 1942; to 
296 billion in 1943 and 320 billion 
in 1944. 

“The shortage of cigarets in the 
American domestic market is di- 
rectly traceable to the volume of 
cigarets moving to the armed 
forces and to the allies. The short- 
age created by such movement has 
been magnified by an increased 


demand from the American people. 
This demand in turn develops from 
prosperity which enabled many 
who formerly could not afford 
cigarets to buy them now; from 
overbuying by individual citizens 
fearful of being without cigarets; 


increase in the number of smok- |} 
ers; and, at least in September and | 
October, 1944, by the purchase of a | 


huge volume of cigarets to be sent 
to members of the armed forces 
overseas. 
“Tt is 
cigaret supply is any more re- 
stricted than the supply of many 
other cost-of-living items now be- 
ing rationed. Under normal con- 
ditions the increased demand 
would have been met by adjust- 
ments in the cigaret tobacco pro- 
duction, corresponding increases in 
cigaret production and sales vol- 
ume moving through established 
distributing channels.” 


LORILLARD SALES UP 


New York, Feb. 15.—Net sales 
of P. Lorillard Company, maker 
of Old Gold cigarets and other 
cigaret, tobacco and cigar brands, 
increased from  $117,331,986 in 
1943 to $123,790,405 in 1944, its 
annual report discloses. Net in- 


GENERAL : 


supervise shipping activities and plant warehouses. 


Must be currently familiar with rail, water, 
and in a position to keep abreast of new and postwar developments in all phases 


of traffic. 


APPROPRIATE EXPERIENCE: 


Must be qualified by experience, capacity and temperament to assume full 
charge of and successfully direct a General Traffic Department, and 


truck and air routes and rates, 


General Traffic Manager, Divisional Traffic Manager, 
Branch Traffic Manager or Assistant General Traffic 
Manager in an industrial company operating on a national basis and manufac-— 


turing a fairly extensive line of products shipped to and sold through whole— 
sale and retail outlets. Supervisory experience in Shipping Department and 


plant warehousing absolutely essential. Case goods experience, 
is preferred. 


bulk goods, 
COMPENSATION: 


MEMORANDUM 


Broadly speaking, 


bility to organize and direct the Company's Traffic Department, 


rather than 


Open, with eventual participation in Company's Executive Bonus. 


GENERAL TRAFFIC MANAGER 


it will be the General Traffic Manager's responsi- 
located 


at its main office. The functions of that Department will include: 


1. Handling of all movement of raw materials, 


and out of, 


semi-—processed and finished goods in 
and between, plants, manufacturing departments and warehouses. 


2. Furnishing rate and routing information to the Sales, Purchasing and Accounting 


Departments. 


Furnishing rules, 


Auditing all transportation bills, handling overcharge claims, preparing and 


regulations and specifications for packing, 


carloading, 


collecting loss and damage claims, developing claim protection plans and 
collecting mileage allowance on tank car rentals. 


etc. 


5. Tracing and expediting incoming and outgoing shipments, pooling orders, diverting 
and reconsigning shipments in transit. 


6. Building up a traffic library, 
and maintaining rail, 


decisions, 


7. Arranging all demurrage, 


roads, 


Engaging services of pool car distributors. 


especially of Interstate Commerce Commission 
truck, water and air route and traffic files. 


credit, weighing and sidetrack agreements with rail- 
and establishing transit privileges where required. 


Participating in the formulation of Company's policies with respect to purchase 
of Company-owned trucks versus contracting for truck haulage with established 


carriers. 


10. Participating in formulation of Company policies regarding transportation bills 
before Federal, State and Local regulatory bodies and regarding proposed general 
freight rate increases and new Government regulations affecting all 
types of transportation and warehousing. 


ll. Preparing exhibits and statistics for presentation before Carrier Rate and Classi- 


fication Committee, 


12. Analyzing tariffs tosuncover rate 
discriminations favorable to 
competitive production points and 
undue preferences and unreason— 
ableness of rates which tend to 
place the Company in an unfavor- 
able competitive position; and 
preparing rate exhibits and sta- 
tistics for use as evidence in 


such complaints. 


13. Maintaining contacts with and par- 
ticipating in the activities of 
traffic associations, 


groups, etc. 


14. Working with Top Management and 
with Sales Department in the de- 
velopment and improvement of 
distribution methods and costs. 


carriers' 


Interstate Commerce Commission Examiners 
and regulatory commissions, on matters af- 
fecting rates and classifications. 


not believed that the | 
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=f "ee 


if you love us as we love you 
Rationing won't cut our love in two. 


| 


< Come on in—Tom, Dick, Horry, Pete. Me 
we We recognize no chaff, no wheat. } 

Fe No sheep, no goats — no list high hata ¥ J 
| Gul The whole wide world’s persona grata § 


at hospitable old Gimbels 


where cigarettes will 


be sold to anyone 


without ration cards 


Hospitable old Gimbels has no preferred cus fa 
tomer list, Everybody that sets foot in our store is <\\ /%y 
@ regular guy and a regular customer. Gimbels « 
everybody's store. Everybody's a Gimbel cur 
103 yeors ago ovt in a little frontier store at 
country cross roads in indiana, he had no favorite 
customers. Everybody was as good as everybody 
else—yes, and o d—— sight better. Every morning 
Gimbels sells what cigarettes we have, fair and 
square and over the counter to any Tom, Dick, or 
Harry (one package to a customer). 


ss THE CIGARETTE LINE FORMS ON THE 
N SIXTH FLOOR AT 9:30 TODAY (WED.) 
o> 
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GIMBELS GIVES— In contrast to 
Macy's cigaret ration plan, Gimbels 
copy, which appeared in the New 
York Times, plugs hospitality, and of- 
fers its cigaret supply to all comers. 
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come in this period rose from 
$3,572,361, or $1.28 a common 
share, to $3,607,849, or $1.30 a 


share. 


‘Silex Names Townsend 


J. H. Townsend, former assist- 
ant to the general sales manager 
;of Silex Company, Hartford, 
Conn., has been appointed assist- 
'ant sales manager. 


| YOUR Magazine 


Check the points you 
would cover if you 
were designing a wom- 
an’s magazine of your 
own. Then glance over 
Chatelaine — any issue. 
You'll find that it about 
parallels your own ideal. 
It appeals essentially to 
the young modern, mar- 
ried woman. It 
with her home, her fam- 
ily, her appearance. It 
provides 


deals 


romantic, en- 
tertaining fiction; 
thoughtful 


people and 


1 
articies 


affairs 


i quarter 
of a million, reaching one 
in four English-speaking 


urban homes in Canad: 


‘hatelaine 


the Canadian womans magajnt 


481 University Ave., Toronte 2, Canada 
New York, Chicago, Montreal, London (Eng.) 
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—<—<$_—_— EXECUTIV ES wHoO MEASURE yp TO | ae 
THESE yMECIFICATIONS 3 aa 
TRAFFIC orp is the only single public ation which Bb :.. 
completely covers the field each week. It is regarded ie Be 
a as the every day indispensable working tool for ee - 
Traffic Manages: a 
Fort further information and market data, write ——— 2 F 
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5 Newspapers to Calbert 


Martin Calbert Company, New 
York national advertising repre- 
sentative firm organized for ABC 
weekly newspapers exclusively, 
has been appointed by five New 
Jersey papers. 

The list includes Advance, Dov- 
er; Register, Red Bank; Sun, Nut- 
ley; Leader, Wildwood; and 
Somerset Messenger-Gazette, Som- 
erville. 


*“‘No Burton Browne 
 tlenthasa 


sample 
better advertising” 


BURTON BROWNE 
ADVERTISING 


oa , 
619 NORTH MICHIGAN AVE. 
) GHICAGO 11 “+ DEL. 3800 


ee eee 


Sas 


a a ee 


Canada Dry Names 


Sayles Vice-President 
Willard A. Sayles, associated for 
the last 18 years with Canada Dry 
Ginger Ale, Inc., New York, has 
been named 
vice - president 
in charge of 
alcoholic bever- 
age operations 
for the com- 


pany. For the 
past year, he 
has been in 
charge of na- 
tional liquor 
operations. 

Mr. Sayles’ 


Willard A. Sayles 


first position 
with Canada 
Dry was assistant manager, and 
later manager of the carbonated 
division in the middle west. In 
1934, he was named midwest man- 
ager of the liquor division. 


Dept. Stores to Parrish 
Ed. Schuster & Co., Milwaukee, 
and Kaufman’s, Colorado Springs, 
department stores, have appointed 
Amos Parrish & Co., New York, 


| to handle advertising. 


Urge Arrangements 
with Finland and 
Sweden on Pulp 


Decision on Second 
Quarter Quotas Is 
Expected This Week 


Washington, Feb. 15.—As the 
needs of liberated Europe imposed 
an increasingly serious drain on 
short supplies of essential goods 
here members of the House news- 
print committee renewed their 
pressure on the State Department 
today to open the way for ship- 
ment of pulp and newsprint from 
Sweden and Finland. 

While no immediate hope was 
offered for shipments to this coun- 
try, Congressmen Clarence Brown 
of Ohio and Lyle Boren of Okla- 
homa insisted, in a letter to Acting 
Secretary of State Joseph C. Grew, 


- 


that channels could be found so 
that the requirements of European 
countries could be filled without 
drawing on the depleted U. S. 
paper and pulp supply. 

Rejecting previous State De- 
partment refusals to move in this 
direction, Rep. Brown wrote that 
“Swedish shipments to Europe are 
now physically possible either 
overland by rail or truck to a 
northern port like Murmansk or 
Petsamo, or beginning in April, by 
ship through the canal from Lenin- 
grad to the White Sea and thence 
to England or Europe.” 


Challenge State’s Position 


Earlier the State Department 
had told the Congressmen that 
shipments from Finland or Sweden 
were impossible until the Skagger- 
ak can be cleared of mines. Rep. 
Brown also challenged the asser- 
tion that the manpower situation in 
Finland would interfere. “One can 
assume that manpower is no longer 
the problem since Finland began 
demobilizing her army at the end 
of the war with the Soviet Union 
in September, 1944,” he said. 

Mill stocks in Finland probably 
have been replaced rapidly, he 
wrote. “Finland must be accumu- 


Bill haunts the art galleries 


. . he has an eye for beauty, 
but no ear for music 


Fred takes in all the concerts 


. . . he doesn’t know a Picasso 
from a Rembrandt 


i 


They’re BOTH Philadelphians . . . know the 


same people ... pay the same income tax 


Bill reads THE RECORD 


. . he thinks along liberal lines 


Fred reads one of Philadelphia's two 
conservative papers (frequently both) 


. he’s a traditionalist 


IT TAKES Ty RECOM 
AND ONE THe 
TO COVER Pail 


DELPHIA 


QUARTER MILLION DAILY - 


REPRESENTED NATIONALLY BY GEORGE A. MCDEVITT CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, CLEVELAND 


People read newspapers that agree with their trend of thinking. 
That's why “The Record—and One other” is the only newspaper 
combination that gives complete coverage of America’s 3rd Market. 


PHILADELPHIA RECORD 


HALF MILLION SUNDAY 


Advertising Age, February 19 \0;; 


lating inventories of pul; 
paper now which she could 
in small coastwise vessels.” 

To facilitate this, Rep. } row, 
urged that negotiations fo) +). 
traffic be instituted now, s) tha; 
the specific arrangements co.)|q be 
completed by April. 

The Congressmen made thei; 
suggestion after WPB agreed 4 
ship 5,000 tons of newsprint 4, 
France, and additional ship jept; 
to Belgium. They said it wo i\q j, 
no way affect the Soviet man) we, 
situation, but might in fact bi neg; 
it by substituting Swedish an, 
nish pulp in the mills aroun: 
cow for Caucasian pulp hi 
otherwise might have to be hauleg 
great distances overland. 


2nd Quarter Quotas Expecied 


Pulp stocks in Sweden at thy 
end of the third quarter of 1944 
were estimated at 600,000 metric 
tons, the Commerce Departmen; 
said, with the industry anticipating 
a production of 200,000 tons month- 
ly when conditions permit. <Ac- 
cording to trade reports, the Britis} 
are purportedly bidding for mor 
than half the Swedish reserves, but 
the Commerce Department expects 
there will be ample for norma 
trade with the United States 

Meanwhile a decision on second 
quarter paper quotas is expected 
from WPB within a few days. Both 
the magazine and commercia 
printing industry advisory commit- 
tees are to meet this week, and in 
all probability a final decision o 
quotas will be reached. 

Folding and set-up box manu- 
facturers were told last week that 
final pulp allocations had not yet 
been made but that they “will not 
|be more and probably will be le 
than was allotted for the first quar- 
ter.’ The over-all pulp shortage 
for the second quarter appears t 
be about 100,000 tons, WPB says. 

During the second quarter, mili- 
tary packaging requirements will 
increase considerably, the industry 
was told. An important new ite: 
is a program calling for 400,000,- 
000 cartons suitable for packaging 
ice cream made in battle areas as 
part of a project to add ice crean 
to soldiers’ menus at the battle- 
fronts. 


Majestic Records Elects 


James J. Walker 

James J. Walker, former mayo 
of New York, has been elected 
president of Majestic Records, In‘ 
New York, new subsidiary of Ma- 
jestic Radio & Television Corpora- 
tion, and a director of the parent 
organization. 

The new subsidiary, which will 
record all types of music—classica 
and popular, will have offices and 
studios at 29 W. 57th St., Ne 
York, and manufacturing facilities 
in Newark. 


and 
‘port 


Fin- 


Norton Joins Agency 
Victor T. Norton, formerly vice- 
president of Cudahy Packing Com- 
pany, New York, has joined Ken- 
yon & Eckhardt, New Yor! 
marketing consultant. 
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A NEW TYPE OF SURVEY 
TO HELP YOU SELL 

HOMEMAKING APPLIANCES — 
TO WOMEN 


If you make, advertise or sell Home Appliances, this interesting 


Survey has been made for you, and you may have a copy on request. 


Suppose you could talk to 4500 women — homemakers — a cross-section of the 
U.S. A.— and find out exactly what appliances they own, what they like and 


don’t like about them, what improvements they want in their new ones. 


Suppose you learned that there are three types of women to consider when you 
sell home appliances—and it makes a big difference on your sales record how 


you try to sell each type. 


Wouldn’t you be able to do a better appliance selling job, a better advertising 


job, a better manufacturing job? 


Woman’s Home Companion has just completed such a survey for you—an 
intensive study of your woman’s market, not only statistically but psychologically. 
This is a new and revealing kind of consumer research which, we feel, opens 
new avenues to better salesmanship. Send for a copy of this survey while 
the limited supply lasts. Ask for “Homemaking and Appliances, a Psychological 


Survey.”’ There’s no charge—but use your business stationery. 


Write to: 


WOMAN’S HOME COMPANION 


250 PARK AVENUE NEW YORK 17, N.Y. 
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Faraday to Chicago 


Executive, sales and advertising 
offices of Faraday Electric Corpor- 
ation will be moved from Adrian, 
Mich., to 11 S. La Salle St., Chi- 
cago 3, about March 1. 


Heads Acme Sales 


William E. Wilson, recently with 
the WPB radio-radar section in 
Washington, has been appointed 
sales manager of Acme Electric & 
Mfg. Company, Cuba, N. Y. 


The source of daily 
business news... 
the preference of 
management men 
in the greatest 
industrial area... 


Mennen Expands 


Newscasts to 5 Markets 

Mennen Company, Newark, in 
addition to six times weekly spon- 
| sorship of “World News Roundup” 
/on WEAF, New York, is adding 
|other stations to its schedule for 
shave cream during February. 
Next on the list are “Morning 
Dress Parade,” thrice weekly on 
WBZ, Boston, and Gordon Gra- 
ham’s ‘Washington News,” five 
times weekly on WLW, Cincinnati. 
On Feb. 13, Mennen started 
early morning newscasts thrice | 
| weekly on the CBS Pacific Net- 
work and on Feb. 19, “Musical 
Clock,” three times a week on 
WBB\M, Chicago, will join the list. 
Agency is Duane Jones Company, 
New York. 


Fileppo Appointed 


Prohibition Group 
Polls Publishers 
on Liquor Ads 


Denies Fronting 
for Dry Groups; 
$100,000 Budget 


Chicago, Feb. 15.—The Ameri- 
can Business Men’s’_ Research 
Foundation, which during prohi- 
bition days was the American 
Business Men’s Prohibition Foun- 
dation, has begun questioning 


research secretary at the founda- 
tion’s headquarters here. The 
most significant trend so far indi- 
cated, he says, is that most papers 
accepting advertising from beer, 
wine and liquor companies show 
willingness to accept “educational 
advertising on effects of alcohol on 
the individual and society.” 

This trend has been established 
by responses to the question, 
“Would you accept, or be willing 
to substitute for liquor advertis- 
ing, educational advertising on the 
effects of alcohol.” Some _ pub- 
lishers have replied that they 
would not accept the educational 
ads as a substitute for beverage 
ads, and one Wisconsin daily re- 
{sponded: ‘We abhor propaganda 
| of any sort.” 


| Denies ‘Front’ Charge 


Mr. Squires told ADVERTISING 
| AGE that there is no truth to alle- 


Oscar Fileppo, formerly with the 


the central west. New York Times and previously 


publishers of daily newspapers as | gations that the foundation is a 
to their policies on alcoholic bev- |prohibitionist group “fronting” for 
erage advertising, and will soon|such organizations as the WCTU, 


Chicago 
Sournal of 
Commerce 


of CBS, has been appointed adver- 
tising production manager of 
Mailograph Company, New York, 
manufacturer of military and tech- 
nical charts and maps, and train- 
ing literature. 


lore the advertising department 


follow up with similar question- 
naires to weekly newspapers and 
radio stations. 

First responses to questionnaires 
sent to dailies vary considerably, 
according to Fred D. L. Squires, 


Anti-Saloon League and others. 
Admitting the foundation’s mem- 
bership in the National Temper- 
ance and Prohibition Council, he 
asserts that the council is not a 
'close-knit organization and _ its 


SALES DURING 


SALES BEFORE 
DISPLAY 
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DISPLAY 


AM CLE: 42 


A leading liquor company conducted 
tests in 45 stores. Retailers kept records 
for two weeks before display was put 
in windows. When display was installed, 
sales went up at once for an average 
increase of 157%. Sales of undisplayed 
brands also increased by 12%! 


(Authentic data furnished by 
Point of Purchase Advertising Institute, Inc.) 


CHICAGO ° 


DET 


*POINT OF PURCHASE ADVERTISING IS 
A PROFITABLE MEDIUM for the MANU- 
FACTURER of CONSUMER GOODS 


Straight to the point, without intervening steps, 


obstacles, or circumstances, *point of purchase ad- 


vertising brings buyer and seller together at pre- 


cisely the time and place where sales are made. 


It is “straight line’ advertising 


the shortest 


distance between the two points of created desire 


and completed purchase. 


SALES LEAP AHEAD 


OF PURCHASE DISPLAYS 
IN WITH NATIONAL 


WHEN POINT 
ARE TIED 
ADVERTISING 


Favorable impressions made by radio, newspapers, 


magazines and other advertising media urge pur- 


chase, in the main, when it is 


not convenient to buy. 


Point of purchase displays do their job when the 


informed and favorably disposed prospect is in the 


store with purse in hand. The 


impulse to buy can be 


satisfied at the moment it occurs. 


ROIT ° 


INSIST ON ARVEY QUALITY 


ARVEY CORPORATION 


JERSEY CITYNG 


Advertising Age, February 19 \: 45 


| “‘membership” includes groy 


advocating a return of n 
prohibition. 

The foundation, he says, 
posed to national prohibit 
|long as the majority of Ame can. 
oppose it. The foundation, com. 
posed of individual busines 
educators and other indi, 
and of church groups, etc.. in- 
terested only in collecting an. gis. 
seminating information abo. a). § 
cohol and alcohol produc he 
says. It is connected wit! the 
WCTU, he adds, only in that 
sends its bi-monthly public: ‘ion 
“The Foundation Says—,” ang 
other material to the WCTU. 


To Spend $100,000 in °45 


The foundation’s budget for 1945 
calls for expenditures of about 
$100,000 on research, supplying 
cuts and copy to church and civic 
groups for newspaper advertise. 


ments, publishing its magazine. 
etc. Material prepared by its own 


staff has been used for ads ap- 
pearing in nearly 3,000 daily and 
weekly papers reaching about 30.- 
000,000 readers in the past two 
years. These ads, all appearing jn 
papers of small circulation, cost 
about $75,000, an expense borne 
by the local groups sponsoring 
them. 

When the foundation first began 
operating in the late ’20s, its finan- 
cial resources permitted it to run 
occasional full-page ads in large 
metropolitan dailies. The depres- 
sion, says Mr. Squires, put an end 
to that, and apparently large-scale 
promotion by the group is not 
foreseen for some time to come. 

According to Allied Liquor In- 
dustries, Inc., New York, WCTU 
}and other dry organizations have 
|however, been amassing several 
|millions of dollars to promote the 
cause by advertising and in other 
ways. In a recent study, ALI 
found that about 40% of dailies 
in the three dry states—Kansas, 
| Mississippi and Oklahoma—are 
| “vigorously opposed” to prohibi- 
tion. 

On the other hand, since re- 
peal, about two out of three of 
the 15,000 local option elections 
held in the nation have been won 
| by drys. 

Suggests Government Ads 

| Mr. Squires suggests that the 
| federal government might well use 
| some of the two billion or so dollars 
|it collects annualiy in taxes on 
alcohol to advertise the harmful 
effects of wine and distilled liquors 
'on individuals’ health and efti- 
|ciency. He says he hopes, along 
|with some officials in the distil- 
\lery industry, that the industr) 
may eventually concentrate its 
/production on synthetic rubber 
;}and other by-products of alcohol 
| As to the $30,000,000 and mor 
|spent on liquor, wine and bee! 
|advertising annually, Mr. Squires 
says simply that it is “scandalous. 


‘Post’ Names Two 
Marvin Berger, formerly 
of the legal department of ‘thé 
New York Post, and Oliver J. \' 
|}son, recently with the War 
'duction Board, have been 
| pointed assistant business ma! 
ter director of administrativ: 
search of the Post, respectiv« 


HERE'S” 


THE TOPS 


The following features are amoesg 
of the leaders in. the Buffalo C: 


Express and are excivsive in Buffalo: 
Drew Pearson Earnest K. Line © 
Ed Sullivan Dr. Irving S.C 
Damon Runyon Eleanor Roose 
Frank R. Kent ~ Antoinette Do 
H. |. Phillips Myrtle Meyer 

Alice Hughes 

Pivs the United Press, the Asso: 'e¢ 

Press, and these exclusive services 

York Times Foreign News Service, ! 

tional News Service, Chicago Tribun« 


Buffalo 


COURIER 
EXPRESS 


Only Morning and Sundcy 
Newspaper in Buffalo 
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90,000 “Free Watts” Surge Out in a Great Tidal 
Wave of Power in all Directions over a Clear 
National Channel giving “Umbrella Coverage” 


There’s no other station in Philadelphia like 
WCAU. What an abundance of Power! What 
a clear signal! Philadelphians will tell you 
WCAU is the city’s “strongest” station— 
comes in “like a house afire’—“no 
interference” from other stations— 


“clear as a bell,” 


That’s because WCAU’s 50,000 Watts 


are different. Theyre “Free Watts” — 


Umbrella 
Coverage Station. 


not “directed” into a specific pattern. Instead 
they surge out in a vast umbrella shape on a 
clear national channel——not only sweeping 
the whole Philadelphia area with Power, but 


covering many adjoining States. 


WCAL covers more people than any 
other Philadelphia station. Advertise 


on **Philadelphia’s Most Powerful 


PHILADELPHIA’S LEADING RADIO INSTITUTION 
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Rigid Controls 


Govern French Ad 
Agencies, Press 


‘Resistence’ Men 
Control Papers; 
Space Rates High 


BY F. A. MARTEAU 


[Editor's Note: The following 
dispatch from ADVERTISING AGE’S 
London editorial representative, 
gives the first detailed view of the 
post-liberation French publishing 
and advertising industry, gathered 
at first hand in the course of a trip 
of several weeks to the Continent. ] 

Paris, Jan. 19. — Resistance 
groups, which control the French 
publishing field now after having 
taken over pre-liberation publish- 
ing houses in some cases and in 
others having begun new publica- 
tions, appear definitely antago- 
nistic to advertising, according to 
most advertising men here. 

This feeling of hostility is de- 
nied, however, by Albert Bayet of 
Franc-Tireur and chairman of the 
Federation de la Press Francaise, 
who asserts that opposition of the 
reconstituted press in France ex- 
tends only to misleading ads, and 
not to “quality advertising, which 
we believe to be an economic 
force” of value to the nation. 

Numerous controls extend to ad- 
vertising and publishing today that 
did not exist before the war. Many 
of these controls have been carried 
over from the Vichy regime. 
Among rulings of the liberation 
government is one, supported by 
publishers through their press fed- 
eration, authorizing newspapers to 
use One-sixteenth of newspaper 
space for ad insertions. A similar 
government ruling for business 


papers, fashion and other publica- 
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Boston and Maine 


SHORTAGE?—Boston and Maine Rail- 
road's on-line newspaper ads politely 
request patrons to smoke only in the 
coaches designated for that purpose— 
“or remember there IS a shortage of 
cigarets and save yours for enjoyment 
at the end of your journey.” Harold 
Cabot & Co., Boston, is the agency. 


tions imits advertising matter to 
50% of total space. 

Incidentally, the Germans lim- 
ited advertising space in the occu- 
pation period to one-sixth of total 
space. 

There is an extreme shortage of 
paper and the new issues are 
mostly one and two sheets only, as 
is well known. Daily papers here 
at Paris seem to average well over 
150,000 copies each, sell for 2 
francs (a little over four cents), 
and charge about 1,400 francs 
($30) an inch for ad insertions. 
These high rates and other factors 
indicate that the papers are mak- 
ing a tidy profit. 

Classified, moving picture and 
theater advertisements constitute 
almost the entirety of advertise- 
ments now appearing. The gov- 
ernment and the various papers 
have ruled out various types of 
advertising, including financial 
(AA, Oct. 30, 1944), aperitif, so- 
called patent medicines, etc. 

The French government has in- 
formed foreign advertisers that 


job in this market. 


itan papers alone, 
the cold. 


Alliance Review 
Ashland Times-Gazette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 
Bowling Green Sentinel- 
Tribune 
Bucyrus re 
Cambridge Jeffersonian 
Chillicothe Gazette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune 
Delaware Gazette 
East Liverpool Review 
Elyria Chronicle Telegram 
Findlay Republican- 
Courier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal-News 
Ironton Tribune 
Kenton News-Republican 
Lancaster Eagle-Gazette 
Logan News 
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BLANKET THIS BILLION - DOLLAR 


This is the only sure method of doing a thorough 


SELECT LIST 


OF DAILY NEWSPAPERS 


JOHN W. CULLEN CO. 


CHICAGO 
CLEVELAND 


MARKET; ,7 


Your schedule in the 48 
dailies of The Ohio Select 
List will get a warm re- 
ception from local dealers 
and cover-to-cover read- 
ers in these home-markets. 
The result: Plenty of com- 
fort for you in what sales 
figures in this area will 
reveal. 


If you try it through metropol- 
you're bound to be left out in 


Marietta Times 

Marion Star 

Martins Ferry Times- 
Leader 

Marysville Tribune 

Middletown Journal 

Mt. Vernon News 

Newark Advocate 

New Philadelphia Times 

Painesville Telegraph 

Piqua Call 

Portsmouth Times 

Ravenna-Kent Record 

Salem News 

Tiffin Advertiser-Tribune 

Troy News 

Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 

Washington C. H. 
Record-Herald 

Wilmington News Journal 

Wooster Record 

Xenia Gazette 

Zanesville Times- 
Recorder & Signal 


Publishers Representative 


NEW YORK 
COLUMBUS 


ill 


there can be no display advertis- 
ing in French publications until 
the current paper shortage lets up. 
It is understood, however, that 
foreign advertisers have been able 
to place 50-line insertions in the 
Paris edition of the New York 
Herald - Tribune, which somehow 
or other has obtained enough 
newsprint to begin printing again. 
Before the war, about $5,000,000 of 
U. S. advertising was placed an- 
nually in French publications. 


Ad Regulations Rigid 


Activities of advertising agen- 
cies, commercial artists, copywrit- 
ers, ad research specialists, film 
companies, radio, and outdoor ad- 
vertising men since early in the 
Vichy period have been conducted 
under the direction of a Comite 
d’Organisation, one of more than 
150 such committees set up for 
trade and professional groups. The 
committee on advertising, up to 
the liberation last summer, was 
headed by Charles L. Blondel, 
formerly of McCann - Erickson, 
now a director of the Havas 
Agency. 

Since last summer the commit- 
tee, “re-legalized” although with- 
out a director, has issued about 35 


Advertising Age, February |: 


decisions concerning advertising. 
These are mostly of a paper nature 
in view of the lack of any real 
amount of display advertising. 

Committee officials say they 
hope, chiefly, to obtain official ac- 
knowledgment of advertising as an 
essential factor in national recov- 
ery. 

“The lead which the committee 
will give to advertising,” one of- 
ficial says, “will be to acquaint 
France with the principles and 
needs for a new economic struc- 
ture; direct consumption according 
to production; popularize new re- 
placement products; suggest new 
modes of life, and secure increased 
export possibilities for France.” 


Many Oppose Committee 


Not all business men and adver- 
tising men here welcome a con- 
tinuation of the committee and its 
authority, however. Many prefer 
the prewar “liberal” policy. At 
present, a search is being made for 
a new director for the committee, 
with a number of prominent ad- 
vertising men refusing to accept 
the appointment. 

Havas, which operated as an ad- 
vertising agency in conjunction 
with its news service prewar, 


1945 


seems destined not to rega 
thing like its former position 
agency standings. Before the wa, 
it placed more advertisi.g j, 
French newspapers than al) othe; 
agencies combined, it is said. Dy,- 
ing the war, the Vichy anc Gey. 
man governments secured 67: 
the capital of the agency, an 
liberation this two-thirds 
has reverted to the new pyro. 
visional government. 


Schloesing Directs Havy.s 


M. J. Schloesing, a commercia 
attache for the U. S., was ap. 
pointed administrator of Havas fo; 
the French government, and has 
appointed General M. Amaury 
Mr. Blondel and Louis Merlin as 
directors. 

Mr. Blondel says that the policy 
of Havas is to secure newspaper 
“farming” contracts as before the 
war and to control subsidiary com- 
panies. As far as advertising ap- 
propriations are concerned, }h 
says, the ‘agency will no longer try 
to secure “isolated contracts buf 
will devote the largest part of its 
production activities to collective 
and propaganda budgets.” The in- 
tention is to leave individual ad- 


vertising contracts to other agen. 
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cies and even to call in the~ latter 
for aid in Havas operations. 


Shortages Hurt Trade Papers 


Viany trade groups, through 
their own committees, have given 
indications of putting out trade 
papers. These, of course, would 
compete with trade papers pub- 
lisned by private companies. Few 
of ‘ne 40 or so trade, technical and 
pre fessional papers, or of the 20 
fashion periodicals that have been 
authorized to recommence pub- 
lishing, have been able to do so 
pecause of inability to obtain 
paper. 

The provisional government has 
decided not to permit any of these 
papers that published during the 
occupation to continue functioning, 
because most or all of those that 
did so have been accused of col- 
laboration with the Germans. 

Of the pre-occupation press, only 
L’Aube, Le Figaro, Ce Soir, L’Hu- 
manite and Le Populaire still exist 
in Paris, and these usually under 
new control of resistance groups. 
There are said to be 22 Paris dail- 
ies in all at present. The pro- 
visional government has ruled that 
henceforth all papers must report 


the sources of their income, an 


order designed to prevent anony- 
mous or unethical support of 
papers by political units. 


SWISS ADVERTISING UP 


Zurich, Jan. 15.— Max Dalang, 
agency head here, said today that 
in 1944 his company enjoyed more 
business than at any time since 
war began in 1939, and that indi- 
cations are for at least the same 
brisk situation in 1945. 

Pointing out that advertising “is 
the barometer of business,” he said 
that more ads are being placed in 
all media by companies preparing 
for postwar domestic and foreign 
trade. He said he expects that 
Swiss companies will experience 
little difficulty in selling their 
products after the war. 


Warner Names Holzbog 

John H. Holzbog, former direc- 
tor of industrial relations of 
Western Cartridge Company, East 
Alton, Ill., has been appointed 
vice-president and director of in- 
dustrial relations of William R. 
Warner & Co., New York, and its 
affiliated companies, Richard Hud- 
nut, Inc., and Standard Labora- 
tories. 


Storm Agency Named 


Buegeleisen & Jacobson, New 
York, distributor in the United 
States and Canada of musical in- 
struments and accessories, has 
named Charles M. Storm Com- 
pany, New York, to handle adver- 
tising. 


Spear to Interchemical 


Winifred Spear, formerly coor- 
dinator of fashion advertising of 
the New York Times, has joined 
the trade sales division of Inter- 
chemical Corporation, Fair Lawn, 
N. J., as publicity director. 


Deuker Joins Everling 


Jack Deuker, recently with the 
armed forces, has joined Lawrence 
I. Everling Advertising Agency, 
Philadelphia, as account execu- 
tive. 


Hammermill Elects 


Bertram E. Claridge has been 
elected secretary of Hammermill 
Paper Company, Erie, Pa., suc- 
ceeding William F. Bromley, who 
has retired. 


Kirsten Making 


Pipes Again, But 


Not for Civilians 


Seattle, Feb. 14. — Kirsten Pipe 
Company, manufacturer of dura- 
luminum pipes and cigaret holders, 
which last fall obtained one of the 
first WPB “go-aheads” to recon- 
vert from war production and then 
proceeded to advertise availability 
of its pipes to customers, is again 
this year producing solely for the 
armed forces. Its current ads, in 
such national magazines as Lib- 
erty, Newsweek, Time and U. S. 
News, emphasize the coolness and 
cleanliness of the pipes, but the 
future tense is used in copy about 
meeting civilian demand. 

Even before Pearl Harbor the 
company had shifted part of its 
activity to war production. It has 
been making pumps, steering 
gears, tele-motor wheelhouse con- 
trols, etc., for the armed forces. 
Last August permission was re- 
ceived to reconvert part of the 
plant to manufacture of the pre- 
cision-machined pipes, none of 


NEW YORK - 


armed forces ...and there’s nothing more important than that. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


e The endless clamor of men and women abroad is for more frequent 
mail from home... another service of paper. Government is urging 
home folks to use V-Mail in greater quantity to keep those in uniform 
promptly informed of happenings on this side. V-Mail is the surest, 
safest method of sending letters. It saves shipping space, too, at a time 
when it is needed badly for munitions. Advertisers who consistently 


plug the use of V-Mail perform a real service for the nation and the 


MILLS AT HAMILTON, OHIO .. . CANTON, N. CC... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries . 


. - 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


CHICAGO - 


PHILADELPHIA - CLEVELAND .- 


BOSTON - ST. LOUIS - 


CINCINNATI - ATLANTA 
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| which had been produced since 
| 1942. 
| Changes Themes 

With permission to make pipes, 
|the company’s ad copy changed to 
|“*back soon” themes; dealers were 
urgea to order pipes at once for 
the Christmas trade; counter dis- 
|plays were prepared. At that 
point, in October, the Army and 
Navy ordered all the Kirsten pipes 
that could be made for an indefi- 
nite period. This order, of course, 
necessitated a complete reversal of 
both consumer and trade promo- 
tion. Displays for military post 
exchanges were prepared. 

Kirsten pipes, first on the mar- 
ket in 1938, were made at the rate 
of 1,000 daily in 1941. During the 
war the plant facilities have been 
expanded; prospects for postwar 
are bright, officials say. 

Pacific National Advertising 
Agency handles the account. 


Sales Group Elects 


E. C. Zabors, E. H. Schaefer 
Company, Milwaukee, has been 
elected president of the Sales 
Managers’ Association of Milwau- 
kee. Others elected were: Harold 
W. Hirth, Frankfurth Hardware 
Company, vice-president; Henry 
W. Purcell, Procter & Gamble, sec- 
retary, and Harold F. Bowes, 
Phoenix Mutual Life Insurance 
Company, secretary. 


CBS Nets 4 Million 


Columbia Broadcasting System 
has announced consolidated net 
earnings for the fiscal year ended 
Dec. 30, 1944, amounting to $4,- 
678,000, as compared with earn- 
ings of $4,535,000 for the preceding 
fiscal year. Per share earnings 
amounted to $2.72 for 1944, and 
the total net figure was reached 
after providing $8,250,000 for esti- 
mated federal income and excess 
profits taxes. ; 


~ STABILITY 
COUNTS 


NOW - AND 
IN THE 
POST - WAR 
WORLD! 


Tue rich markets of 
Richmond and Virginia, 
covered by Station 
WRNL, are stable 
markets . . . the mar- 


kets you will want to 


cultivate for present 
and post war sales. 


For first choice, then, 
you'll choose the stable 
Richmond station. As 
proof of WRNL's con- 
stancy we present the 
following facts. 


©70.8°,, OF THE NATIONAL 
ADVERTISERS ON THIS 
STATION ARE RENEW- 
ALS. 


°88°,, OF THE LOCAL AD- 
VERTISERS ON THIS 
STATION ARE RENEW- 
ALS. 


Advertisers don't renew 
contracts unless the me- 
dium they use ‘pays off'’ 
in results. 


RICHMOND, 


SOWARD PUY 60O_mC_mamone REPUCREEWTATIVE S 
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Pick Your Own River 


To the Editor: Please tell Copy 
Cub for me: 

"Rut, tut. 

“Anent your third paragraph, 
Feb. 5, if George Washington 
threw a dollar across the Dela- 
ware, then General Lee surren- 
dered to General Grant at West 
Palm Beach. 

“It was the Potomac, you dope.” 

J. P. YOpER, 

Director Public Relations, 

Morris Plan Bankers Associa- 

tion, Washington, D. C. 

[Editor’s Note: Or the Rappa- 
hannock? ] 


See | 


This department is a reader’s forum. Letters are welcome. 


|over the Delaware. 


For your information, legend has 


lit that GW did throw a solid silver 
| buck 


across the Rappahannock 
near Fredericksburg, and on Feb. 
22, 1936, during the birthday cele- 
bration of the Father of our Coun- 
try, Walter Johnson, another fa- 
mous strong arm pitcher, was 


|ealled upon and duplicated the 


feat, at or near the identical spot. 
E.LuiIs LOVELESS, 
Assistant Business Manager, 
Norfolk Newspapers, 
Inc., Norfolk, Va. 
To the Editor: Please, oh please, 
don’t have George Washington 


crabs. One of our traditions, how- 
ever, is that Washington threw a 
silver dollar across this stream 
just below Fredricksburg. 

Let George Washington cross the 
Delaware standing up in a rowboat 
but please let him toss the dollar 
across the Rappahannock. 

The writer is a Virginian, Suh. 
I happened to be born on ‘the 
banks of the Rappahannock and 
still maintain a summer home 
there, so you can naturally see 
how such a statement in your Feb. 
5 issue gets under the skin. 

ALLEN C. SMITH, 

Allen C. Smith Advertising 

Company, Kansas City, Mo. 
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“The New Challenge to Ad er. 
tisers, Marketing and Distrib. op 
and Advertising Media,” Ww ich 
has won wide recognition,:an : j, 
currently available for show ng; 


SUNDAY (to groups in all sections of the 
| country. Those interested in ee. 
PUNCH ing it should contact ADVERT! tn, 


AGE in either New York or ‘‘}j- 
cago. | 
oe ae) 


Stresses Full News 
Coverage for G. I. Joe 


To the Editor: Your form }: ‘ter 
of Jan. 29 explaining the ffi- 
culties under which you are op- 
erating, is good, and as one jub- 
lisher with another, we of course 
realize the problems with which 
you have had to contend. 

It is most gratifying that the 
harm done the cause of advertis- 
ing by the wishful thinkers who 
looked on it as an economic waste 


FACES CORNER—The boxer in this 


illustration seems to be picking on 


| throwing a dollar across the Dela- 
To the Editor: Brother, maybe | ware river. 
you haven’t seen the Delaware. Down in Old Virginia is the 
While Washington did toss his | Rappahannock river, famed in song 
troops across that river, he would | and story. In addition to being a 
have had to have a drive, a pitch! very beautiful stream, it produces 
and a couple of putt-putts in his | the finest oysters. in the world and 
favorite bateau to sail a dollar!in the summer the best soft-shell 


someone in the crowd, a reader points 
out. 


v v v 

Picking a Fight? 
To the Editor: I call your atten- 
tion to the art in the advertisement 
which appeared on Page 29 in the 


Feb. 5 issue of ADVERTISING AGE. 
This advertisement was obviously 


sponsored by the New York Sun- 
day News, the Chicago Sunday 
Tribune and the Philadelphia Sun- 
day Inquirer. 

The reader doesn’t have to be a 
fight fan to discover the gent in 
the illustration with the “Sunday 
Punch” is evidently mad at some- 
}one in the crowd, and he’s facing 
the corner of the “ring.” 
|help a fighter who’d turn his back 
}On an adversary to “challenge” 
| someone in the crowd, as our hero 
|is seemingly doing. 

Does this seem strange to you 
j}and other readers of ADVERTISING 
AGE or am I trying to pick a fight? 

ALLEN THRASHER, 

Account Executive, The Ralph 
H. Jones Company, Cincinnati. 
. = 9 


| Presentation Goes Over 


| To the Editor: I want to tell 
you how much I enjoyed your 


PORCUS pays check 


Porcus: Why fight about who’s going to pay the bill. I’m 
taking care of that. 


Ady. Mgr.: Preposterous . . . who ever heard of a dish paying 


for the privilege of being eaten? 


Porcus: You overlook the fact that I’m not just an ordinary 
pig—I’m a product of Iowa. I represent the stabilized 
wealth of one of the 20 biggest cities in the land. 
Wealth that contributes an important share 


utives’ Club. Both you and your 
publication are to be compli- 
mented on your effective orienta- 
tion and presentation of informa- 
tion so vital to all of us in this 
field—and to America’s postwar 
}economy. You certainly have my 
personal thanks for coming down 
to Kansas City to appear before us. 
CHARLES CARTER, 
Carter-Owens Advertising 
Agency, Kansas City, Mo. 
[Editor’s Note: Mr. Carter re- 
fers to the graphic presentation, 


Heaven | 


#;splendid talk yesterday noon be-| 
|fore the Advertising & Sales Exec- | 


has been wiped out, I believe, by 
the job that advertising has. done 
in promoting the many projects of 
our federal government, as well 
/as other worthwhile projects and 
plans outside of the federal goy- 
ernment scope. 

You are to be commended, in 
|particular, on your pony edition. 
Each of us—so far as possible— 
should do everything we can to 
keep our boys in the service posted 
{on what is going on here at home 
and for a long time I have put in 
about two hours a week clipping 
from our daily newspapers to send 
to a son-in-law who landed in 
Egypt in November, 1942, was in 
the Montgomery - Rommel cam- 
paign, and went to Italy last April. 
The various editions of the “Stars 
and Stripes’? which are available 
to the boys cannot possibly do a 


complete job of news coverage 
| here at home. 
I have read your. editorial, 


“Don’t Shoot the Piano 
| Dec. 25 issue. It is good. 

NEFF LAING, 
General Manager, Capper- 
| Harman - Slocum, Inc., Cleve- 
| land. 


Player,” 


‘Pipe the Pillows! 


| To the Editor: Kindly cast an 
|eye over the enclosed advertise- 
|ment which supposedly depicts a 
| boxing match in Madison Square 
| Garden. 

As any boxing fan can plainly 
|see, the contestants are wearing 
| what appear to be 12-o0z. gloves 
| which are used only in the gyr 


Worcester, but not on 


Because: 


hypoing. * 


bows Ady. Mgr.: Pig, you talk as if you came from 
+ for a 
=a s Angeles. There's no city in Iowa big 


enough to rate among the first 20. 


Porcus: Marketwise urban Iowa is a city be- 
: cause The Des Moines Sunday Register covers 
‘ over 70% of its consumers, retailers and 
' wholesalers. Saleswise, urban Iowa is one of 
x the first 20 cities because its income, popula- 
: tion and purchases make it that! 


Acc’t Ex: Wait a minute, Porcus here is right. 


Ry Porcus: Of course I am! 


interested 


product. 


Metropolitan lowa- 
coveree THE DES MOINES REGISTER anv TRIBUNE. 


A STATE-WIDE 


national average. 


URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES | 


~$ PUBLIC NOTICE 


There are money-give-away programs in 


WTAG. 


— WTAG ratings do not need artificial 


—WTAG believes that: audiences are 
earned — not bought. 


— Money-getting audiences look for 
something for nothing. They are not 
in the sponsor or his 


* Program ratings on WTAG are from two to four times 


Jie 
PAUL H. RAYMER CO. National Sales Representatives BAS 7 

| < Les 
at 5 Co, New York, Chi | | WICH WORCTESTER 9% 
Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit . 580 
| OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 500 
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during training. Standard pro- 
fessional gloves weigh about 4 oz. 
Maybe somebody should tell 


Radio Corporation’s agency about | 


such things. 
R. ASHLLEY CRANDALL, 
Associate Editor, The National 
Provisioner, Chicago. 


= F 


Praises Insurance Plan 


To the Editor: Bennett Moore | 


has done it again. I read with 
great intrest in this week’s Ap- 
VERTISING AGE of his plan to open 


plain, everyday retail store to | 
sell insurance. Mr. Moore cer-| 
tainly deserves a lot of credit for | 


pioneering in the use of good 
sound everyday sales strategy in 
the selling of insurance. He re- 
fuses to be bound by all the time- 


vorn fetishes that inhibit the | 


thinking of the insurance people. 


Chief among these fetishes, of | 
course, is the strong adherence to | 
special lingo and patois which | 


sems to prevent this industry 


from using plain, ordinary Eng- | 
lish, For example, when they take | 
money from you, they call it a/| 


“premium,” which in itself is a 


very unpleasant, negative word. | 
How unlike the smart telephone | 
company which long ago substi- | 
tuted the words, “long distance” | 


for the term, “toll call.” 
Instead of calling their men 


salesmen like every other self- | 


respecting institution does, they 


call them agents, which immedi- | 


itely associates them with book 


agents, real estate agents and 


ther types of negotiators whose 


advances, by custom, we have long 


learned to avoid. 


The very word “policy” is a} 
menacing one, having connotations | 


that are a cross between a gamb- 
ng racket and a certain intang- 
ble something that means a 
“plan.” Whenever I see the word, 
Il remember that excellent cartoon 
in Collier’s where the boss is say- 
ng to his questioning employe, 
There’s no reason for it, I tell 
you, it’s just our policy.” 

It's good to see Mr. Moore throw 
ff these inhibitions and go out 

thrightly to sell his insurance 

‘as everything else is sold. 

ZENN KAUFMAN, 
Schenley Distillers Corpora- 
. New York. 
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Plug for Foil 


To the Editor: Those prewar 


sarets your Ad-libber found in| 


ch a “surprisingly good condi- 
‘on’... could they possibly have 
en in a foil wrapped package? 
vould be interesting to know! 
Harry E. JENNINGS, 
Revnolds Metals Company, 
Buffalo. 
Kiitor’s Note: Mr. Jennings’ 
er is pertinent. They were foil 
ed. ] 
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Vet-ran Gives Views 
°n .eemploying Admen 
‘c the Editor: May I request 

small supply of your em- 
‘nt service blanks be sent to 
\s a veteran of this war, I 
nany occasions to contact 
icemen who, like myself a 
ort months ago, are strug- 
to reestablish themselves as 
iS again. 
int to congratulate you on 
ng this important service. 
I left the service, last sum- 
© such central service was 
le without cost. My own 
nto advertising was actually 
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ja “fluke”’—for which I am duly The field of “training literature” unit—no small matter when secur-|language and nomenclature. For 
| grateful. From my own experi-| covers the writing and production ing clients with long contracts. another thing it is an excellent 
}ences in the Army I know that]of such things as training films. ROBERT GLASSMAN, way of keeping in touch wit! 
| there are many men whose train-| film strips, manuals, visual aids, Tracy, Locke Company, Inc., trends and developme ts A 4 
ing fits them for important posts| informational bulletins, ete. By Dallas. that. I thi i ie j om os “4 ” 
a field Po spay Poadiagarv using ex-servicemen with this type 7 7 % As for epen yetge ed presi 
may offer a few suggestions] of experience, the average agenc . ’ : : ey Munn 
—there are a few duties which] has 7 ape opportunity to So pew « Enjoys Pony's Shop Talk dent of Display Builders division, 
were handled completely by mili-|motion picture department and| To the Editor: Have received|S®°W Win-do Display, Inc., and 
tary or naval personnel and which| take advantage of the potentially | several copies of your Pony Edi- had been associated with them for 
fit these men for advertising posi-|large industrial film and visual] tion in the past few months and|/6 years prior to joining the Army. 
tions without too much change.|sales training aid billing. Combine] it has been my intention, for some} Have been in the Pacific a year 
Officers and men assigned to the|these men with radio writers, or|time, to write you how much [|now. If this is Paradise, I'll take 
production of training literature| perhaps these same men working| enjoy reading it. For one thing | hell. 
are probably the best bet for agen-| alone, and the agency can have a| civilian shop talk is a welcome A. RASHBA, 
cies desiring to employ veterans.| functioning television production | respite after putting up with Army c/o P. M., San Francisco. 


ie 
1 
- for a 
) roblems jo at 
s 10 raise 4 host ee , _and con- = 
inve izations ++ i 
| War onl retailers, § service a are solved depends 
| manufacturers, i] many of these eon? jb. For example: 
’ 5 _ 
sumers — ficiently advertising does ! ey 
larg ely on how é a 


=) 
ot 
> 
0 


oO 
-_ 
e) 
3 
foe) 
5a 
(4°) 
” 


ithin mar by-market chane 
market-Dy- 
‘cing must meet these can select your 
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you can deliver the right visual a 
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This atlvertisement, prepared by the Bureau of Advertising, A. N. P. A, is published by the Chicago Herald-American in the interest of all newspapers 
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7S For you who thrive on statistics, 
here's what Sales Management's 1944 Copyrighted Survey shows 


y The Valley of the Bees has 1,220,000 people. 
15.39% of the State’s total. More popula- 
tion than Baltimore or Cleveland. 


y Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion's 48 states. 


y Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


y And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people ... where 81% of all that EBI 
is concentrated ... where 88% of all those 
retail sales are made. 


ABC coverage of 88% in metropolitan 
area. In 14-county area, more than 
double circulation of nearest competitor. 


ABC coverage of 91% in city zone: 
37% of trading area. 


ABC coverage of 90% 1n city 
zone; 50% in trading area— 
largest circulation of any news- 
paper berween San Francisco 
and Los Angeles. 


MCCLATCHY ‘25 NEWSPAPERS 


National representatives ...O'MARA & ORMSBEE, INC. 


BILLION DOLLAR 
VALLEY OF THE BEES 


in the nation; etfective buying img 


What we're trying to say in this 
picture is that advertising makes 
a nice, profitable splash only 
when the pool is filled with buy- 
ing power. 


For instance, a Billion Dollar's 
worth of buying power, like in 
California's Billion Dollar Valley 
of the Bees. 


Sales Management's 1944 Sur- 
vey gives the figures more 
population than Cleveland; five 
of the seven fattest farm counties 
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come greater than Boston's. 
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This amazingly rich Va! 
stretches 500 miles... is! 
beyond the effective circulation 
outside newspapers. But strong! 
its affection and influencing = 
daily life are the three McCl:tch 
Bees. 
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Put them on your schedul! 
The Sacramento Bee, The M dé 
to Bee, The Fresno Bee. A | 1! 
dollars is a big reason. 
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lhe Creative Uans Corner 


Notes-—Mostly About Auto Adpertising 


Jodge.. 
Every once in a while somebody in ad- 
vertising takes a worn-out idea and turns 
it up bright and shiny, simply by strip- 
ping it down to its fundamentals. That is 
precisely what we have in the Dodge 
ad reproduced below from Time. 

The simulation of a newspaper clipping 
is as old as the hills and war production 
figures long ago ceased to be very excit- 


© 


ing. Yet the use of the two together 
here makes a fine advertisement—one that 
could well pace a solid campaign. 

Certainly it is a far cry from the Dodge 
Brothers life -preserver advertisements 
that are supposed to be symbolic of 
floating power. 


Logotypes ... . 

Speaking of Dodge and the Chrysler 
Corporation reminds us of a note we 
made the other day on logotypes. 

This Corner holds that a logotype has 
no other use in advertising than as a sig- 
nature or trademark. And the persistent 
use of a logotype wherever a product is 
mentioned, as in some Campbell soup 
ads, only seems to make reading difficult. 

The prize example, though, turned up 
last week when a Chrysler Corporation 
advertisement in the big weeklies dis- 
played the Plymouth, Dodge, DeSoto and 
Chrysler logos—all different, and DeSoto 
came out in Time with a brand new 
version! 

Chrysler... 

Still speaking of Chrysler—this time 

the car—we think the advertisement en- 


You Ought tokuow . 


Quiet, dignified, gentle Arthur B. 
Church, president of KMBC, Kansas City, 
looks so much like a successful banker 
hat most people, on meeting him, assume 
that he got into radio after a successful 
areer in some other 
business. But, as a 
matter of fact, Arthur 
Church is one of 
fadio’s real pioneers— 
an electrical engineer 
has literally been 
onnected with com- 


nercial broadcasting 
ince its infancy, and 
vho has played no 
me part in raising 
ls standards physi- Arthur B. Church 


‘al as well as in a 

amming and commercial sense. 

hur Church operated an amateur 
‘ad) station in his home town of Lamoni, 
‘a, hile in high school, and he is con- 
ncod that he made the first “commercial” 

‘se of the infant medium by selling ex- 
¢ ental radio equipment and supplies 
1er amateurs with whom he was in 
contact. 

Church thinks, too, that he can lay 
ist reasonable claim to being among 
rst to conduct a wireless press serv- 
® In 1916, the experimental station 

1 he was operating at Iowa State 
ge fair grounds transmitted a daily 


titled “How the Greatest Driving Im- 
provement in 30 Years Works” is every 
bit as good as the first ad of the series 
(“Ask Your Dealer” ...) was bad. 

In fact, we think it is the best auto- 
mobile advertisement in many a long day. 
The copy follows up the headline without 
a wasted word. And when you have read 
just 104 of these, you will know how fluid 
drive works and everything it offers! 


Style that'll make ‘em stare... 


CHRYSLER os MERCURY. 


Cadillac ... 

Quite different is the Cadillac campaign 
that for months has been concerned with 
tanks. But as a preview of Cadillac 
power one day to be turned back from 
the giant M-24’s to sleek highway cruis- 
ers, Cadillac has used its war record with 
a dignity and purpose that has not been 
matched for consistency in the industry. 
The layout of the advertisements has 
been something less than distinguished, 
and the “standard of comparison’ line 
has been dropped, but when it reappears 
it will rest on a new, broad base. 


Ford... 


Ford, for some reason or other, con- 
tinues to vie with most of the General 
Motors cars for the most colorless and 
uninspired of all the motor makers’ ad- 
vertising. 

Currently, both Ford and Mercury are 
running teaser campaigns—Ford with its 
crystal ball and Mercury (most recently) 
with a follow-up of a famed old Buick 
campaign. 

The latter was a great idea—in its time. 


ARTHUR B. CHURCH 


budget of state fair news to the Des 
Moines Register—which was printed in a 
special “radio column.” 

He secured his first commercial radio 
operator’s license in 1915, and built and 
operated Station 9WU in Lamoni for 
Graceland College. When World War I 
came along, he left his electrical and 
radio engineering classes at Iowa State to 
organize classes at Graceland in coop- 
eration with the Army, and subsequently 
enlisted in the Army, serving as a Signal 
Corps instructor. 

Early in 1920 he went to Kansas City 
to lay the groundwork for what is now 
KMBC, and when WWJ, Detroit, and 
KDKA, Pittsburgh, went on the air near 
the close of that year as pioneer stations, 
his first transmitter was already under 
construction. With the organization of 
Midland Broadcasting Company in 1928, 
the station “went commercial” and joined 
CBS, with which it has been affiliated 
ever since. 

In the years since then, KMBC has be- 
come one of America’s leading and most 
successful commercial ventures, but Mr. 
Church sincerely regards commercial 
success as secondary to considerations of 
service to his listeners and to the indus- 
try. He has been one of the hardest 
workers in the field, a pioneer member 
of the National Association of Broadcast- 
ers, which he has served in many capaci- 


and a staunch 
programming and 


ties through the years, 
supporter of better 
higher business ethics. 

Years ago he advocated research of the 
type that has now culminated in the 
Broadcast Measurement Bureau, and he 
likes to recall that he had trouble raising 
a $10,000 research budget from the entire 
industry, whereas his station has just 
agreed to pay something like that amount 
for its share of the cost of the current 
studies. 

In line with Mr. Church’s firm belief 
that radio must serve the best interests 
of its community, KMBC has always been 
noteworthy for its educational and public 
service features, and especially for its 
service to the farmers in its area. But 
Mr. Church knows, too, that radio busi- 
ness is show business, and his station has 
developed more than its share of out- 
standing radio programs, including Ted 
Malone, “Easy Aces,” Hugh Studebaker 
and “‘The Masseys.” 

He has pioneered in opposing hitch- 
hike announcements and horror shows. 
For example, when the network carried 
a particularly vivid thriller that came on 
at 6 p. m., Mr. Church refused to accept 


it before 9 p. m., when most of the child 
listeners were in bed; and when spring 
rolled around and lengthened days kept 
children up later, KMBC insisted on 
pushing the show back to 10 p. m. 

One of the Church enterprises is Arthur 
B. Church Productions, whose “Texas 
Rangers” are well known over half the 
world, but undoubtedly the greatest satis- 
faction he has received during the war 
years has come from his connection with 
Midland Radio and Television Schools, 
which has trained tens of thousands of 
enlisted men and Wacs in radio com- 
munication, maintenance and repair for 
the Signal Corps—more than all other 
private radio schools in the country put 
together. This important enterprise was 
sold the first of this year to its active 
head, because Mr. Church feels that with 
FM and television to worry about, his 
full energies will be required at KMBC. 

And his staff is tickled, too. In Arthur 
B. Church they have the unique kind of 
radio station owner who knows every 
phase of the business — technical, pro- 
gramming and business—and who is 
equally adept at solving the varied prob- 
lems of all departments. 


The | ag - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON C. BORTON 
Advertising Director 
La Salle Extension University 


Through the kindness of Joseph M. 
Kraus, vice-president and general sales 
manager of A. Stein & Co., I have just 
seen the parallel of the famed incident, 
“hydrant wets dog.” 

It’s a common event for sellers to send 
holiday greetings of one kind or another 
to their buyers but it is very unusual 
when a buyer takes the time and effort 
to send a letter of understanding and 
good will to his suppliers. 

The Gus Blass Company of Little Rock, 
Ark., sent the letter reproduced here, ap- 
parently, to all of its suppliers. Noland 
Blass, president, seems surprised at the 
response he got. Several hundred replies 
expressed appreciation and scores of ex- 
ecutives of large manufacturing organiza- 


tions hunted him up on his recent trip 
to New York to thank him personally. 
Interestingly enough, he comments that 
the larger and more important the manu- 
facturer, the more appreciative he 
seemed. 

It’s another fine illustration of the fact 
that we all like the human touch in busi- 


ness—and that a_ friendly letter is 
powerful. 

# * * 
Had the interesting experience re- 


cently of addressing the monthly lunch- 
eon meeting of the 100,000,000 Club of 
New York—a group of earnest, capable 
direct response experts. I like the way 
they describe themselves on their club 
letterhead as “An Informal Club of Cou- 
pon Worshipers.” The thing that struck 
me was the eagerness of these experi- 
enced people to learn how another adver- 
tiser handles his problems. 


| AQBANGSAS’ LARSGIST AND BESSY OBPARYMEAY SyoasS * 


ADORESS ALL COMMUNICATIONS TO THE Comman 
To the President 
of your company 


Dear friend: 


As I dictate this letter I'm feeling pretty low. 


_ Tue Gus Biass Co. 


LirrLe Rocn,AnK. 
December 30, 1944 


I just finished 


reading a letter from a Chaplain overseas who said the candy for Captain 
Carpenter, one of our boys, was distributed to others because it arrived 


after Captain Carpenter's death. 


Customers expect our usual complete stocks, but we can't get the goods 
to protect our prestige; Salary Stabilization today denied increases in 


salaries to some of our buyers; and the 0.P.A. took up a lot 


of our tine; 


shorthanded, we are rushing the change of our Witholding Tax records; my 
second son just telephoned he is enroute to a point of embarkation; our 


store manager roported 


it's impossible to get the number of co-workers I 
demanded-- his chief assistant is running an elevator today; 

splitting headache, a bad streaming cold and a spot of fever; 
denied our request for more comptometers; and a 


I have a 
the W. L. B 
customer just now insisted 


on seeing "Mr. Bless” because a new employee misplaced her fur-trimmed hat 
Yeah, I feel real low but I got to stay in here and pitch. 


You, too, have to stay in and pitch for your Com 
know your daily worries are probably worse than mine, 


pany, anc because I 
I feel particularly 


close to you today and to other folks from whom we buy goods. I thought 
waybe you'd like to know that we appreciate our a fation with your Com- 
pany and understand the handicaps you are working under, so I'ma writing 
to you. —— 

We hope you will always eaten of us as real human beings; as fellows 
down here in Arkansas with troubles 


tions, with similar love of 


sieiler to yours, 
ountry and ] 


and sisilar imperfections and failings. 


Everyone here at Blass sends 


to you and to every single person in 


NBIA® 


best 


yo 


wishes for a very Happy New Year 
ur orgenization. 


Very cordially yours, 


THE GUS BLASS OO. 
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Carr Starts Campaign 

J. B. Carr Biscuit Company, 
Wilkes-Barre, Pa., has started a 
1945 campaign for graham crack- 
ers, saltines, and deluxe cookies, 
using 400-line ads in 60 news- 
papers of northeastern, southern 
and midwestern markets. Spot 
radio, outdoor posters and grocery 
business papers also will be used. 


Textron Buys Mutual 
but Not Clare Luce 


Textron, Inc., New York, which 
ten days ago was reported to have 
signed Representative Clare 
Boothe Luce for a series of quar- 
ter-hour commentaries, has. signed 
for the full Mutual Network, Sun- 
day, 10:15-10:30 p. m., EWT., but 


By SFANLEY E. COHEN, Washington Editor — 


Advertising Age, February 19 ° 9. 


pair of pants were premai rel, 
discarded. : 

Endorsement: At least a © ze) 
American firms are helping }) we, 
the attack of the Red Army. FRA 
reports that the Russians aye 
137,859 242-ton trucks bui! }, 
Studebaker, Reo, and the y ‘ 
= Trek and Coach Division of 
eral Motors; 


} 
LOW 


rén- 


|'the commentator will not be Mrs. 
Luce. 

According to her office the 
“pressure of legislative duties” 
prevents her from accepting Tex- 
tron’s offer. Talent for the tex- 
tile maker’s series will be an- 
nounced shortly, as the series is 
slated to begin Feb. 25. Agency 
is J. Walter Thompson Company, 
New York. 


Agency is_ Lynn - Fieldhouse, 
Wilkes-Barre. 


Newspaper Group 
Appoints Agency 
The First Three Markets Group, 


Clothing Industry Fights 
WPB Program 

Washington, Feb. 15.— Various 
segments of the clothing industry 
have been working like busy little 
bees here, bringing pressure to 
bear and throwing bugs into the 
highly publicized WPB-OPA pro- 
gram to get low priced wearing 
apparel back on the market. 

Since the clothing program en- 
joys support in very high places, 
the extent of the lobby’s success 
remains to be seen, but reporters 
following the story are predicting 
that the actual production will not 


set-aside order issued this week 
as the first step in the program 
does not apply to the mills. If, as 
officials insist, there was no need 
to bind the mills since they can 
make only what the industry is 
permitted to order, reporters 
wonder why mills went to great 
lengths to win the exemption. 
Behind their suspicions is a long 
history of WPB failures in deal- 
ing with the textile industry. Not 
only have previous children’s cloth- 
ing programs gone astray, but 
there is the familiar effort to con- 
serve materials by limiting men’s 


134,229 = 1!.,-ton 
trucks by Chevrolet and Ford. 44. 
963 jeeps by Ford and VW jly< 
21,570 three-fourth ton tri eck¢ 
built by Fargo (Chrysler) ang 
1,325 truck tractors by Studebaker 
with trailers by Pointer-\)jI\o- 
mette, Reliance Trailer and W )jte- 
head and Kales. Also 1,235 speciaj 
purpose trucks, mostly Interna- 
tional Harvester dump trucks: 245 
“ducks” by Yellow Truck and 
Coach; 174 10- and 20-ton cargo 
trucks by Mack, Kenworth 
Ward La France and 6,041 track- 
laying tractors by Allis-Chalmers. 
International Harvester and Cater- 


‘07 SOUTH DEARBORN ST CHICAGO 5. ILLINOIS 


including the Sunday rotogravure 
sections of the New York Times, 
Chicago Tribune and Philadelphia 
Inquirer, has named Anderson, 
Davis & Platte, New York, to han- 
dle its advertising. 


approach the possibilities de- 
scribed at that spectacular Bowles- 
Krug press conference a few 
weeks ago. 

To support their contention, re- 
porters point out that the cotton 


suits to a single pair of pants.|piller. Finally, nearly 30,009 
Certainly the public gained noth- | motorcycles from Harley-David- 
ing from that. Instead, the in-/| son. 

dustry sold hundreds of thousands = &. 2% 

of extra suits,, while coats and! Veterans: Army reports that 
vests which outlived the single| eight out of ten white soldiers wil! 
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personal messa 
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Tsitge 7 


Why is She like a 
Lee Larson Highway Display ? 


That’s easy—because she’s easy on the eyes. But LEE LARS N 
HIGHWAY DISPLAYS are far more than an eyeful of ic 
| lines. They are designed to SELL and their performance pr: vés 
they do! 


@ A COMPLETE SERVICE from idea to installation. 

@ ANY SIZE, TYPE, QUANTITY, on rental basis. 

@ NATIONAL OR SECTIONAL COVERAGE for sure sales 
success. 


@ EMINENTLY SUCCESSFUL RECORD in serving foremost 
national advertisers in wide variety of fields... auto- 
motive, beverage, insurance, paints, home appliances, 
foods and many others. 


Now is the time to make plans for the day when highways ill 
be the shortest distance to your customers. Early consulta 


a recommended in view of manpower and material fac’ ‘ 


“LEE LARSON & CO. 


ARSON 


mais ESTABLISHED 1929 @ WAUKESHA, WISCON 'N 
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ret.rn to the regions and states 
che left; that two out of three | 
Ne ro soldiers have similar plans. 
Ha the remaining white soldiers 
xe eyeing the far west, while 
mot of the Negro migration will 
be ‘rom the south to the north- 
ea To assist agencies con- 
cer ed with reemployment of vet- 
eras, Census Bureau will issue a 
monthly report on veterans’ em- 
ployment. . . OPA has a plan to 
assist veterans who want to enter 
businesses. 

Long Shot: Now that the Big 
Three have met, the lid may be 
removed from reconversion talk. 
Agreements reached at Yalta may 
call for export of consumer goods 
which the U. S. would be unable 
to produce if industry remains in 
warwork exclusively. Punishment: 
A New York dealer has been pun- 
ished by WPB for illegally sell- 
ing parts which are assembed into 
new radio sets. 

ue a oR 


Argument: The House was try- 
ing to decide whether it might not 
be wise to pare down FTC’s funds 
by $65,000, on the theory that at 
this time there might be no need 
for such projects as the proposed 
investigation of trade associations. 
Finally, the full $100,000 war chest 
was approved, but not before Mis- 
sissippi’s Rep. John Rankin got in 
his word of approval with the 
cogent observation ‘‘That’s the out- 
fit that showed up Drew Pearson’s 
sponsor, isn’t it?” Danger: Print- 
ers have been warned that there is 
a serious shortage of phthalic an- 
hydride, used in four-color proc- 
ess red printing inks. With care- 
ful conservation present supplies 
vill hold out until substitute inks 
und four-color-process plates have 
een worked out, WPB says. 
Programming: News is so popular 
vith servicemen overseas that 
1529 newscasts a week—267'% 
hours of 960 hours of shortwave 
radio—are devoted to news by the 
Armed Forces Radio Service. 


% bd * 

Preview: The House Small Busi- 
ess Committee, headed by Rep. 
Wright Patman, will go into tax | 
exemption privileges enjoyed by | 
‘ooperatives at hearings shortly on 
taxation, and other financial prob- 
lems of small business. Members 
lave received complaints about 
0-op tax exemption privileges 
from retail hardware dealers. Dead 
End: Despite publicity about new 
rangements permitting business- 
men to travel abroad on military 
planes, during the first month the 
arrangement was in effect, not a 
single seat was available for civil- 
ans traveling solely on business. 
Warning: NAB wants it known that 

is not endorsing any special 
editions or special sections in 
wnor of radio’s 25th anniversary, 
although it feels that it is fitting 
and proper for any publisher to 
nave them. 


ae Bey * 

Problem: ODT found it impos- 
sible to say “no” when leaders of 
four church groups asked excep- 
uon from the ban on meetings on 
the grounds that their Church 
harters required annual legisla- 
uve sessions to deal with church 
fovernment. Altogether, 15 meet- 
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If it’s 
A TEST 


k you want... 
TAKE 


NEW HAVEN 


& The Register is rated* the 

«© 7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popu- 
lation. 


“Independent Survey of Providence Bulletin 


ings have now been approved and 
469 turned down. Officials say 
negotiations are now under way 
with other Church groups to post- 
pone or streamline their legisla- 
tive meetings, but it’s a touchy 
subject. Several Congressmen 
have already muttered about in- 
terfering with freedom of religion. 
Hot Water: WDSU, New Orleans, 
must appear before the FCC 
March 21 to account for its allot- 
ment of political time periods dur- 
ing the recent senatorial primaries. 
Commission study of WDSU’s log 
from July 1 to Sept. 12 reportedly 


shows that owner E. A. Stephans, 
opposing Sen. John Overton for 
reelection, gave himself a_ big 
handicap on the air. So far as any- 
one knows this is the first time a 
station has been accused of unfair 
allotment of time. WDSU can lose 
its license as a result. 

Advice: OPA is asking grocers, 
“Please don’t advise customers to 
stock up on food in anticipation of 
shortages. Better tell them to 
budget their points, buy ‘low- 
point no-point foods’ and their 
points will go farther.” Distinc- 
tion: FTC has ordered Mayo 


Brothers Vitamins Inc., Los An- 
geles, to make sure they do not 
spread an impression that they are 
related to the Rochester, Minn., 
Mayo Brothers. Surpluses: Treas- 
ury is about to invite presentations 
from agencies interested in assist- 
ing the sale of surplus consumers 
goods. Treasury’s publicity pro- 


gram is steadily improving, with | 


thousands asking for its “Surplus 
Reporter” each week. Latest step 


to insure a “goldfish bowl” was an | 


order to post results of all sales 


amounting to more than $500 at | 


regional offices. 


39 
Name Cosby & Cooper 


Cosby & Cooper, San Francisco, 
has been appointed by Airway cof- 
fee brand of Safeway Stores, and 
Beaulieu Vineyard, San Francisco. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S.A. 


The Werld’s Lorgest Menutacturers of 
All Types ef Signs 
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Lithograph by James E. Allen 


IT TAKES TEAMWORK... AS USUAL 


Whether in peaceful fields or in wartime busi 


ness, it takes teamwork to do the job. 


This very quality of teamwork, in the opinion 


of an interested observer, has been an out- 


standing achievement of the paper industry for 


the past 3 years. To quote him precisely: “The 


entire paper industry may well be proud of 


the extent to which mills, distributors, and users 


have cooperated during these years of paper 


shortage; it has been a very real and extremely 


important contribution to the war effort.” 


But the job isn't done yet. It is still of the 


gravest importance to BUY paper carefully, 


USE it wisely, CONSERVE it frugally against 


the days ahead when we can plough new fields 


together. International Paper Company, 220 


East 42nd Street, New York 17, N. Y. 
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Flagstatt Foods 
Combats ‘Rumor’ 
Black Market 


Perth Amboy, N. J., Feb. 13.—To 
combat the “black market in 
rumors” on the food front—spe- 
cificially “to end all the ‘tall tales’ 
about food rationing in 1945”— 
Flagstaff Foods of Greenspan Bros. 
Company devoted the copy of its 
seven-column space in last week’s 
issues of 16 newspapers in New 
Jersey, Pennsylvania and Staten 
Island to a message from Chester 
Bowles, OPA administrator. 

In the first of a projected series, 
Flagstaff has eliminated all prod- 
uct advertising, so that the full 
text of the Bowles message may 


FREE new proofs unusual adv, 
photos all businesses. SAVE! 
Low priced subscription plan 


EVE*CATCHERS. 10 E. 38St, N.Y. 


bring to the reader the “straight 
facts” among which are that “the 
whole purpose of rationing is to 
make sure our soldiers get the 
food they need without crippling 
the home front... (that) there 
is not a food crisis... (and 
that) rationing will insure all of 
us of our fair share of war-short 
foods... .” Mr. Bowles, the ad 
shows, points out that “civilians 
will be able to buy only 48% of 
the commercially canned fruits 
they used before the war. Sup- 
plies of canned citrus juices may 
be as much as one-third less than 
last year, depending on current 
canning operations. Civilians will 
get 33% less commercially canned 
vegetables than last year. Meat 
supplies are declining and the 
amount allocated to civilians for 
the first quarter of 1945 is about 
15% less than during the last 
quarter of 1944.” 

In preparing plans for 1945 ad- 
vertising, Flagstaff, through Weiss 
& Geller, New York agency han- 
dling the account, wired Chester 
Bowles that it was willing to put 
at OPA disposal the seven columns 
reserved for its next newspaper 
ad, and also to distribute the ad 


to 5,000 retailers through Flagstaff 


salesmen, as well as promote it in 
intensive window and store dis- 
plays. OPA replied with Mr. 
Bowles message. In addition, the 
government agency has sent out 
the Flagstaff telegram, advertise- 
ment, and story to the food trade 
papers, in an effort to attract co- 
operation of other food men. 


Cornish to Mutual 


William A. Cornish, former as- 
sistant radio director of J. M. 
Mathes, Inc., New York, has 
joined MBS as assistant commer- 
cial program manager. 


To Barry T. Mines 


The Sullivan County Evening 
News, Monticello, N. Y., has ap- 
pointed the Barry T. Mines Com- 
pany, New York, as national ad- 
vertising representative. 


Manhattan Promotes Two 


Clarence E. Nelson, general sales 
manager of Manhattan Shirt Com- 
pany, New York, and Albert 
Haithwaite, general merchandise 
manager, have been elected direc- 
tors of the company. 


Ao |e 
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REPRESENTATIVES 


@ A chance to get their names in the 
paper... in headlines! Maybe it isn’t 
important the Indians regarded the 
junction of the St. Marys, St. Joe and 
Maumee rivers a transportation cen- 
ter...nor that stage-coach companies 
planned Fort Wayne a terminal and 
pivotal point more than a century ago. 
But it is important that a few years 
after The News-Sentinel began publi- 
cation railroads started coming to 
town. The News-Sentinel was estab- 


ALLEN-KLAPP 


“More steam, Ed! We'll make a new record to 
Fort Wayne and a headline in The News-Sentinel!” 


center. 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


Che News - 


FORT WAYNE, INDIANA 


CO. «+ NEW 


lished in 1833 ... then came the rail- 
roads...all scrambling to get a 
share from this remarkable business 
Tons in, tons out. Tonnage 
coming and going every which way! 
Here was a freight agent's dream! 
Thus is seen an example of the power 
of the press. . 
The News-Sentinel in early days. To- 
day, of course, its influence through- 
out the territory it so thoroughly covers 
is even more pronounced. 


Sentinel | 
Gort Wayne's “Good Evening” Newspaper 


YORK—CHICAGO-—DETROIT 


. and the influence of 


‘5, 


Not coaching at the Owens-Illinois cocktail party and film presen. 
tation a fortnight ago in Chicago, when guests tested the “h at. 
treated” glasses by drop-kicking them, was Bill Steinkemper, )-; 
salesman. Bill, who joined O-I last fall following his disch ge 
from the Navy, was an All America tackle 2nd kicker at Not) 
Dame. . . Spencer Drayton, special agent in charge of the FB! jy 
Chicago, spoke on “Security on the Home Front” at the Chi g0 
Radio Management Club luncheon Feb. 7. . . Geoffrey Heyworth, 
chairman of parent company of Lever Bros., in London, is in (hj- 
cago for conferences with Lever officials and Pepsodent Pres. Charles 
Luckman. . . At the luncheon Jack Benny gave for the Chicago press 
Feb. 6, the host excused himself from a conversation with editors 
of leading magazines, networks and newspapers, saying he was 
going to have his picture taken with the boss of his favorite paper. 
Naturally, Jack was photographed with W. L. Just, ad. dir. of the 
Waukegan News-Sun... 

Lt. (j.g.) Harry White, exec. sec’y of the Sales Executives Club of 
New York, is now stationed at the Brooklyn Navy Yard. . . Pau! 
White, CBS dir. of public affairs and news broadcasts, is confined 
to his home with an attack of gout. . . Capt. Paul Carey, assigned 
to inactive duty after three years in the Marine Corps, is back at 
his job as sales manager of Tussy cosmetics, division of Lehn & 
Fink. Don 
Shaw, radio dir. 
of Geyer, Cornell 
& Newell, has re- 
turned to N. Y. 
after a trip to 
the West Coast, 
where he set up 
Nash - Kelvina- 
tor’s “Andrews 
Sisters Show” on 
the Blue. 
Thomas H. 
Young, director 
of adv. for U. S. 
Rubber, was best 
man for his son, 
Lt. (j.g.) Tom 
Young dr., re- 
cently returned 
from the South 
Pacific, who was 
married Jan. 20 
in Miami _ to 
Marie Louise 
Vuttoria. .. 

Newest extra-curricular activity of radio personnel is the Radio 
Broadcasters Bowling League of New York City, with Al Godwin, 
WHN, Robert Burkholt, NBC, and Paul Jonas, Mutual’s director of 
special events, president, vice-president, and secretary respectively. 
Activities will begin March 1, continuing through the summer with 
matches between teams representing for four nets and stations 
WOR, WEAF, WJZ, WHN, and WMCA... 

Virginia Ruth Hobler, daughter of Atherton Wells Hobler, chair- 
man of the board of Benton & Bowles, was married Feb. 10 in Trinity 
Episcopal Church, Princeton, to’ Frederick Lawrence Redpath. : . 
Kenneth C. Hogate, president of Dow Jones &- Co., publisher of the 
Wall Street Journal, and Mrs. Hogate have announced the engage- 
ment of their daughter, Anne Shields Hogate, to Charles E. Murphy 
Jr., USMCR, of Pawling and Brooklyn... 

Samuel B. Williams, editor of Electrical World, was principal 
speaker at the annual luncheon meeting of the Edison Pioneers in 
New York Feb. 10. . . The Catholic Book Club has chosen “Beyond 
All Fronts,” recently published by Dr. Max Jordan, NBC director of 
religious broadcasts, as their January selection. The Catholic Liter- 
ary Foundation selected the book in December. . . Gilbert Kinney, 
senior v.p. of J. Walter Thompson, will head the advertising division 
of the committee for the Legal Aid Society 1945 Appeal, of which 
Irving S. Olds, chairman of the board of U. S. Steel Corp., is general 
chairman. . . Freeman Gosden and Charles Correll, “Amos ’n An¢y,’ 
are observing their 25th year in radio which, too, is celebrating !ts 
25th anniversary in 1945... 

Elmo Roper was best man at the wedding Feb. 7 of his son. 
Burns Worthington Roper, USAAF, to Elizabeth Kellock. Lt. Rope! 


FOR THE KIDS—Chester L. Price, right, treasurer of 
the Chicago Federated Advertising Club, hands a 
check for $2,154 to Maurice L. Rothschild, State St. 
clothing merchant and president of the Off-the-Street 
Club, the particular charity interest of local admen, 
while M. Glenn Miller, CFAC president, looks on. 


recently returned from England where he was a B-17 pilot in the 
8th air force. . . 
George Grim, former dir. of radio promotion for the Minnea)olis 


Star Journal and Tribune, returned recently after spending a year 
and a half as radio adviser to the Chinese government, to s ak 
to Minnesotans about his experiences. Entering the Army ir ‘# 
as a private, he won a lieutenant’s commission, and was loan: by 
the Army to the State Dept. for the China assignment. . . Lt. Ch rles 
W. Tennant, formerly with George H. Hartman Company, Ch (8! 
agency, has been awarded the Air Medal for “meritorious ach ve 
ment” while taking part in 8th air force bombing attacks on =!” 
man industrial targets. . . 

Carl J. Eastman, v.p. and mgr. of N. W. Ayer’s San Fra ‘s¢ 
office, and Wilmot P. Rogers, ad mgr. of California Packing ‘ "| 
have been elected to serve a three-year term on the board ©: 
S. F. Better Business Bureau. . . And Robert L. Philippi, accu" 
exec. of J. Walter Thompson Co., has been appointed a mem! 
the 45 Bay Area Aviation Committee of the San Francisco Ch el 
of Commerce... 

Roger H. Ferger, publ. of the Cincinnati Enquirer, was gu 
honor at a dinner given Feb. 8 by the Sigma Chi fratern! 
Sidney Strotz, v.p. of the western div. of NBC, has been appo ''°¢ 
chairman of the radio div. of the Red Cross campaign in Holly 1° 
... Patricia York is the name picked for the new daughter b to 
Harold Higgins, sales mgr. of WING, Dayton, and Mrs. Hig#'™ 
Patricia has a brother, Harold Jr., aged four... 
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‘Open State’ Ad 
Regulations on 
Liquor Tabulated 


New York, Feb. 13.—Wide varia- 
tions in advertising rules covering 
alcoholic beverages in open states 
are shown in a new tabulation 
compiled by the research depart- 
ment of Spirits. 

Five states—Arkansas, Florida, 
Louisiana, Nevada and North Da- 
kota—have set up no provisions 
concerning who may advertise, 
what media may and may not be 
ysed, use of code numbers, recipes, 
and price advertising. 

In New York state, however, 
only licensees may advertise in 
newspapers, radio, magazines, out- 
door and direct mail; and they 
cannot use a retail association’s 
publication. Where price is adver- 
tised, net fluid contents of the con- 
tainer must be included in con- 
spicuous type. There is no New 
York provision for state approval, 
code numbers or recipes. 

New Jersey frowns on radio 
copy, but doesn’t prohibit it, while 
motion pictures are banned... In 
California, retajl associations are 
forbidden to advertise, and state 
approval is required for “close- 
out” sales that are advertised. 
Price mention is banned in Dela- 
ware and Tennessee. 

A wide variety of bills which 
may affect the industry is being 
considered by the state legislatures 
now in session. Kentucky and 
Arkansas lawmakers. are cOnsider- 
ing monopoly proposals. 


Nielsen Lists Graf, 
Potter, Brady V.P.s 


Chicago, Feb. 13.—G. Sterling 
Brady, Franklin H. Graf, and 
Benjamin C. Potter have been 
elected vice-presidents of the A. C. 
Nielsen Company. Mr. Brady 
joined the company in 1936 as field 
auditor and later field supervisor 
in the eastern territory, becoming 
client service executive in the 
New York office in 1939. 

Mr. Graf entered the organiza- 
tion as a drug-food field auditor 
in 1937, jumped to field super- 
visor, and in 1940 joined the Chi- 
cago staff as client service execu- 
tive. Mr. Potter likewise began 
is field auditor in 1937, became 
field supervisor in 1940, and in 
1941 was advanced to the New 
York client service staff. 


Tea Garden Using Papers 
Tea Garden Products Company, 
San Francisco, celebrating its 60th 
anniversary of syrup manufactur- 
ng, is using newspaper ads in 52 
Pacific Coast and mountain area 
newspapers to introduce a new 
product, Tea Garden Fancy West- 
ern Style syrup. Erwin, Wasey & 
Co., San Francisco, is the agency. 


K-C Admen Move 


The advertising and sales pro- 
motion departments of the Kimber- 
ly-Clark Corporation, leading pa- 
ber manufacturer, will be moved 
Feb, 26 to the general offices in 
Neenah, Wis. They have been in 
Chicago for many years. 


Time 15 SECOND 
Tt SPOT ANNOUNCEMENT 


NN: HERE 1S ONE 
Q REASON WHY WLIB 1S 
PAYING OFF ON THE CASH 
REGISTER.- «PULSE OF NEW 
YORK FINDS 75% OF WLIB'S 
O LISTENERS ARE WOMEN. 
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BIZ: CASH REG! STER RINGS: 


© ann: WLIB'S AUDIENCE IS THE 
a FAMILY'S BUYER. 


LIB “" 
YORK 


KC. CLEAR CHANNEL 


Stanley Rejoins Blue; 


Ewing Heads Research 

J. Clinton Stanley, formerly in 
the Blue Network central division 
production department and re- 
cently discharged from the naval 
reserve, has rejoined the network 
at Chicago as a production super- 
visor. 

Robert Ewing has been ap- 
pointed supervisor of the central 
division research department, suc- 
ceeding G. A. Vernon, who has 
transferred to the local sales de- 
partment. 


Hoffman Promoted 


C. H. Hoffman, formerly with 
McKesson & Robbins, Inc., at Oak- 
land, Cal., has been appointed 
western district drug sales mana- 
ger at the San Francisco regiona) 
office. 


Hudnut Names Sterling 

Daniel H,. Sterling, with the 
Elizabeth Arden Sales Corporation, 
New York, for the past 15 years, 
has been appointed assistant sales 
manager of Richard Hudnut, Inc., 
New York. 


Heads Adcraft Forum 


Gordon J. Weisbeck, advertising 
manager of the Sample Shop, Buf- 
falo, has been elected chairman 
of the adcraft forum of the 
Greater Buffalo Advertising Club, 
succeeding Gordon E. Smith, Buf- 
falo Evening News. 


Brown-Forman Promotes 
J. Gordon Baquie, southern sales 
manager and director of export 
sales of Brown-Forman Distillers 
Corporation, Louisville, has been 
elected a vice-president. Frank 
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O. Heinsohn, division manager of 
Indiana and southern Illinois, has 
expanded his territory to include 
Iowa, Nebraska and South Dakota. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.11llinois 


WHSHINGTON has ARTHUR GODFREY 
WEW YORK has MUARTIN BLOCK 


Wt, 085. muines bos GENE EMERALD 


Gene Emerald is the sort of fellow you will enjoy knowing. Listen 
ers and advertisers alike, agree that his show and his warm person- 


ality have brought a new brand of radio to Des Moines. 


5:00 each afternoon. 


He has just returned from 18 months overseas with the U.S.O. 
Towans feel close to Gene Emerald because he knows their people in 
the armed service . . . has entertained them, talked with them, 
traveled with them. Before the U.S.O. it was Supper Clubs and radio. 

With the aid of Patty at the platter table, Dayse Mae’s organ 
background for his own songs and Betty Wells to give news on the 
half hour, the Gene Emerald Show has “taken root” in Des Moines. 

The Gene Emerald Show is representative of the intimate, close- 
to-the-heart programming that has won for KRNT a very real place 
in the lives of its listeners. Advertisers in metropolitan markets 


Yes, 


It’s 3:30 to 
idea. 


Office right away. 


learned long ago that similar musical 
personality shows pay off in a big way. 


NEW YORK HAS MARTIN 
BLOCK ... WASHINGTON, D. C., HAS 
ARTHUR GODFREY. NOW... DES 
MOINES HAS “GENE EMERALD.” 

Some quarter-hours and announce- 
ments in the Gene Emerald Show are 
still available .. . but you’d better hurry. 

Others are already getting the same 

Call your nearest Katz Agency 
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Barrett Division 
Readies Reprints 
of Roof Designs 


New York, Feb. 14.—In response 
to considerable interest shown by 
the building industry, the Barrett 
Division of Allied Chemical & Dye 
Corporation is preparing for re- 
lease a set of reprints of 11 adver- 


- THE GIANT ~ 
RESTAURANT 
— MARKET ~ 


American restaurants serve upward of 


30,000,000 meals daily . . . spend nearly 
$1,000,000,000 a year for food . are 
you selling this market? You can! Ask 
us how. American Restaurant Magazine, 
5 South Wabash Avenue, Chicago 3, IIL. 


ANCA AETHLAA 


ae SE 


| for 
| nationally 


tisements on functional roof de-| 
signs that the company has run in| 


architectural publications. 
The reprints will be distributed 


in an attractive folder labeled | 
“Roofs: Functional Designs for 
194X.” The complete set of 11 


will be sent to previous recipients 
of reprints, and will be available 
to those responding to future ads 
in the series. New reprints will be 
added as the series continues. 

Each ad illustrates a new type 
of functional use for roofs, and 
tells briefly about the adaptability 
of Barrett Specification coal-tar 
pitch and felt roofs to new archi- 
tectural forms. Original designs 
the ads were obtained from 
known architects, de- 
signers, housing authorities, and 
architectural instructors. 

One of the designs shows the 
possibilities of using department 
store roofs for setting up models 
of prefabricated housing units, 
arrangements of outdoor game 
equipment, gardens, and the like. 
Another shows how factory roofs 
may be developed into employe 
recreation space. 

Others show how penthouses 
may be built to add to existing 
apartment building space; how 


REPRINTS SERIES—The Barrett Division, Allied Chemical & Dye Corp., has 
prepared this file folder, containing reprints of || ads published to date in 
a series illustrating functional designs for roof areas hitherto unused. 


schools and hospitals may build 
recreation facilities on roofs, and 
theater roofs used as garages. 


McCann - Erickson handles the 
account for Barrett roofing, road 
and other building materials. 


= BLAIR 


& COMPANY 
Notional Representatives 


mo 


lr you’re trying to 


market: "> 


cover the prosperous 
Scranton— Wilkes-Barre 
area... better try WGBI! 
According to Mr. Hooper, 
it’s heard more than any other 
station in this bustling market. 
On his Listening Index for 
Scranton, WGBI starts in the 


morning at 47.9... and that’s the 


low. In the afternoon that rating 


climbs to 66.0... in the evening it’s an 


astounding 70.4! 


No wonder then that leading 
advertisers RELY on WGBI. They 


know that here’s a sure-fire way to 


get hot results in The Nation’s 19th 


Market. A John Blair man can 


tell you about availabilities. 


Remember, it pays to BUY WGBI! 


(Figures from Hooper Station 


Listening Index 


... Oct. thru Noy., 1944) 


FRANK MEGARGEE, President 


CBS AFFILIATE 
910 KC 


1000 WATTS DAY~- 500 WATTS NIGHT 
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Candy Makers ‘el 
All-Time Recor: 
Armies Get Buk 


Civilian Supplies 
to Be Pared 12°, 
Below 1944 Levels 


Chicago, Feb. 13.—With gi «ant; 
wartime strides, the America 
candy industry has stepped wel 
into the half-billion dollar annya| 
sales volume bracket, a study of 


the confectionery manufa: iring 


field reveals. 
Moreover, the record candy floy 
of 1944 — almost  3,000,000,009 


pounds, a 15% increase over the 


all-time high of  2,561,000.009 
pounds set in 1943—is expected 
to be sustained during 1945 
through the increase in govern- 


ment buying. This prediction \s 
made despite the cut in the sugar 
quota for the first quarter of 1945. 
a cut which is expected to carry 
over into the succeeding quarters 

Not even the end of the war in 
Europe will have any immediate 
effect on the manufacturing pace 
of the industry, Philip P. Gott, 
president of the National Confec- 
tioners’ Association, believes. Bu 
neither will V-E Day mean more 
candy for civilians, he declared! 


Civilian Supply Cut 


Here’s why: Most of last year 
record production went to thd 
armed forces, with the civiliar 
quota of candy curtailed by sugar 
rationing. Sugar quota restri 
tions do not apply to production 
for the military. Civilians, throug! 
the new sugar quota cut, will get 
12% less candy this year than last 
since the reduction from 80 to 70% 
of 1941 usage will be felt prima 
rily by a few manufacturers sell 
ing for civilian production only. Of 
the larger manufacturers, thosq 
doing interstate business, 90% 
have government contracts. 

The government order of Octo 
ber, 1944, requires manufacturers 
to set aside 50% of all 5c candy 
items for shipment overseas. Thi 
does not include all the candie 
now going to the Army, such 3 
those for field rations and for d 
mestic post exchanges and servic@ 
areas. According to governmen 
estimates, the demand for the mil 
itary will continue far into tha 
year or at least for some time 
after V-E Day, in equal volume |! 
that of 1944. Since the start of th 
year 1945 government buying ha 
actually increased, 

The outlook for sustained hig! 
volume is good, Mr. Gott believes 
and as a result of the candy co! 
sumption by the armed forces, h@ 
predicts favorable conditions {[0! 
the industry postwar. 


Consumption Rises Rapidly 


As a result of the war, produ 
tion of bar candy has gone u 
steadily from 35% of the jus 
try’s total candy output in 1%. 
to 46% in 1943. Annual per «ap! 
candy consumption in the ite 
States was 13 pounds in 1! 
pounds in 1938 and 19 pot 
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Candy;of milk in 


various forms and 


consumption by the armed forces | 6,000,000 pounds of eggs. 


is about three times the normal 


civilian rate. 


Executives in the industry en- 


| visage a highly competitive mar- 


Vir. Gott says the industry has ket in the postwar era, but declare 
,ot the stepped-up demand with | that this will lower candy prices 
» facility because of greater| when manufacturers are able to 


n 
efficiency in production and a re- 
duction in the variety of items 
manufactured. 

rhat candy is valuable for com- 
bat troops is proved in a recent re- 
port of its use to overcome flyers’ 
fat.gue. According to a release 
from the Chicago Quartermaster 
Depot, a new, specially packaged 
candy ration, which can be han- 
dled by the flyer without removing 
his mitten, relieves flying fatigue 
and raises the ceiling which a flyer 
can attain. 

Flyers in every foreign theater 
of operations are now getting the 
ration which weighs no more than 
four ounces and includes fudge, 
gum, chocolate drops, gum drops, 
fondant creams, licorice drops and 
chocolate covered peanuts. Chiefly 
carbohydrates, the ration releases 
quick energy, particularly at high 
altitudes. By using the ration, it 
was discovered the flyer could 
raise the ceiling at which he can 
do without his oxygen mask by 
5,000 feet. Muscular tone is re- 
stored to flyers on long flights and 
peripheral vision is repaired, the 
report of its consumption discloses. 


Withstands Extremes 


The present ration, as packed 
for shipping, will keep for years 
without deterioration, can with- 
stand 160 degrees above and 65 de- 
grees below zero temperatures and 
up to 90% humidity, it is reported. 
It is packaged in box-and-sleeve 
containers, printed in red, white 
and blue, with the star and wings 
symbol of the AAF. Picking up 
the container, sliding the sleeve 
and freeing the candy from open- 
ings to drop them into the mouth, 
can all be done with one mitten- 
covered hand. 

It has been estimated that 85 to 
90% of the West Coast production 
is for the Navy, and that the mid- 
western and eastern production 
goes to the Army. More than one 
quarter of all confectionery pro- 
duced in the U. S. in 1943 was 
manufactured in Illinois, a Depart- 
ment of Commerce survey re- 
vealed. The department reported 
in its 17th annual survey of the 
industry that three states together 
—Illinois, Pennsylvania and New 
York—accounted for nearly half 
of the national candy output in 
1943. 

Candy imports that year, which 
also set a record by exceeding 
35,000,000 pounds, consisted chiefly 
of hard candy from Cuba and 
Mexico. According to surveys, 


while the bar type candy increased 
in production, penny candy fell off | 
as consumers demanded ne 


price goods and manufacturers 
concentrated their supplies of | 
material on the better paying | 


lines, 
Vast Supplies Used 


From a list of 75 materials | 
used in 1943 production, the vast | 
amounts of materials necessary to- | 
day can be evaluated. In 1943 | 
candy makers used over a bil-| 
lon pounds of sugar, 200,000,000 | 
bounds of shelled peanuts, 230,- | 
100,000 pounds of chocolate coat- | 
ng. 100,000,000 pounds of cocoa | 
Xeans, nearly 400,000,000 pounds | 


| 
} 
| 
| 


— 
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FIRST IN 
DENVER 


50,000 WATTS 
850 KC 


CW STATIONS IN THE NATION 
“AN EQUAL KOA’s DOMINANCE 


50,000 WATTS 
TOP NBC PROGRAMS 
7 STATE COVERAGE 
‘EALER PREFERENCE (68.8%)* 
LISTENER LOYALTY (69%)** 
SALES RESULTS : 


Ross-Federal Survey 
“Tale of 412 Cities”’ 


irving the Mountain & Plains States Region 


expand their lines as restrictions 
on sugar and other materials are 
lifted. 


Names Salzman 


Spare Way Food Products, 
Brooklyn, producer of Gold Crest 
mayonnaise and packer of condi- 


ments, has appointed Hal A. Salz- 
man Associates to handle its ad- 
vertising. Consumer newspapers 
and trade publications will be used. 


‘Sherman & Marquette 


Handles All Sparkies 


All advertising of Quaker Puffed 
Wheat and Rice Sparkies, products 
of Quaker Oats Company, is han- 
dled by Sherman & Marquette, 
Chicago. Ruthrauff & Ryan, which 
handles other Quaker Oats adver- 
tising, was incorrectly identified as 
the agency for radio advertising 


| sections, as well as the Terry show 


on these products in last week’s 


ADVERTISING AGE. 
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Klein Joins Four A’s 


Sherman & Marquette is han-| Philip Klein Advertising Agency, 
dling the new “Terry and the| Philadelphia, has joined the 
Pirates” jingle contest in comic} American Association of Advertis- 


on the Blue ‘Network. 


Thompson to Lewin 

G. Andrew Thompson, formerly 
advertising manager of Thomas A. 
Edison, Inc., primary battery divi- 
sion, Bloomfield, N. J., has joined 
the executive staff of the industrial 
division of A. W. Lewin Company, 
Newark. 


‘ing Agencies. 
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IMPRINTING 
FOLDING 


John a McElwain « Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


ROCKFORD NEWSPAPERS 


lie it 


VIRTUALLY 100% OF THE HOMES IN THE 
HIGHLY PROFITABLE ROCKFORD MARKET 


111,000 


METROPOLITAN 
POPULATION 


© 377,854 


A.B.C. CITY AND 
RETAIL TRADING ZONE 


% 1944 Postal Receipts 26% Above 1943 *% Largest Community Chest Goal in History Oversubscribed 
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44 
MacArthur Joins Leigh 


Stanley V. MacArthur, with the 
New York office of McCann-Erick- 
son, Inc., since 1940, recently on 
the Standard Oil of New Jersey 
account, has joined Douglas Leigh, 
Inc., New York electric sign opera- 
tor, as vice-president. 


“MEET YOUR CCNTRACTOR- 
«BUILDER CUSTOMER"— | 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


New Reproduction 
of Prints Told 
by Graphic Arts 


Toledo, Feb. 13. — Graphic Arts 
Corporation, maker of offset plates, 
and for the past few years pro- 
ducer of film positives, film nega- 
tives and color pulls of operational 
maps for the Army, has revealed 
some details of its recent develop- 
ment of high-speed production of 
“Gadi prints,” similar to blue- 
prints. 

Spurred by demands of the 
Army Map Service for more rapid 
quantity production of maps, Er- 
nest E. Jones, president, and other 
company Officials here developed 
special papers with no rag content, 
much less bulky than blueprint 
paper and easy to fold and trim; 
a new reproduction process based 
in part on principles of offset or 
lithographic printing, and new re- 
production plates said to be greatly 
different from those ordinarily 
used in offset work. Patents have 
been applied for on these devel- 
opments, 

The Gadi division, housed in a 


remodeled six-story building, at 
present employs more than 350 
persons turning out the prints. 
Production at 100% capacity, call- 
ing for 450 workers, will enable 
the company to produce 140,000,- 
000 square feet of Gadi prints a 
month, officials report. 

Created for war needs, Gadi di- 
vision is said to represent an in- 
vestment of nearly $750,000. In- 
quiries from large industries using 
blueprints in quantity in regular 
peacetime production indicate a 
big postwar field, these officials 
say. 


Wingfoot Appoints 

Standard Equipment Company, 
Phoenix, has been appointed the 
first distributor for Wingfoot 
Homés, Inc., pre-assembled house 
manufacturing subsidiary of Good- 
year Tire & Rubber Company, 
Akron, O. 


Platt Adds Mauder 


Jack G. Mauder, formerly with 
the Republican National Commit- 
tee in charge of press relations, 
has been named account executive 
of Platt-Forbes, Inc., New: York 
agency, 


FOR POSTWAR ADVERTISERS — 


Who Want to 
“Git Thar Fustest 
With the Mostest”’ 


A single contact will bring you 
all the information you need 
on eight of your most impor- 
tant postwar Michigan markets. 


All eight markets are avail- 
able for quick, profitable post- 
war promotion through Booth 
Michigan Newspapers . . . with 
their total daily circulation of 
over three hundred fifty thou- 


sand copies! 


Here is “faction advertising” 
at its quick, flexible best. . . 
“oit thar 


ready to help you 


fustest with the mostest” 
of your outstanding postwar 


markeis. 


Even today, under wartime 
difficulties, you can advertise 
in Booth Michigan Newspapers 
with a minimum of schedule 


restrictions. 


For more information on Booth Markets, ask 


John E. Lutz. 4:5 N. Michigan Ave., 


Chicago Il 


A. Carroll. 110 East 12nd Street, 
New York City 17 


in one 


‘GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE -— SAGINAW NEWS| 
wr CITIZEN PATRIOT + MUSKEGON CHRONICLE - ‘BAY CITY TIMES - ANN ARBOR NEWS 


NBC and Stations 

Spend $1,500,000 

a a a . 

in ‘Stars’ Series 

New York, Feb. 13.— National 
Broadcasting Company and its af- 
filiated stations spent more than 
$1,500,000 for its 1944 “Parade of 
Stars” promotion, the network re- 
vealed at a luncheon and exhibit 
for advertising executives here 
last week. 

The $1,500,000 figure, AA was 
told, is a conservative estimate. It 
includes on-the-air promotion by 
network and stations amounting 
to $432,245; $150,000 for movie 
trailers; 1, 500, 000 lines of advertis- 
ing in 517 newspapers with com- 
bined circulation of more than 
38,000,000; 18,465 car cards; 408 
window and other displays, and 
459 outdoor posters—all in the last 
three months of the year. 

Charles P. Hammond, director 
of advertising and _ promotion, 
stressed the flexibility of the pro- 
gram. “The material sent to sta- 
tions by the network,” he said, 
“covered every commercial pro- 
ram, 111 in all, and can be used 
or any given set of promotional 
*\circumstances.” The “Parade of 
Stars” is a continuing promotion. 
For the first time, the network 
offered affiliates an eight-week 
movie trailer campaign. Featur- 
ing network nighttime stars, the 
trailers were seen by 28,000,000 
people in 726 theaters of 111 sta- 
tion cities. The stations also dis- 
tributed in the last quarter of 1944 
more than 400 direct mail pieces 
with total circulation of 6,831,365. 
The scope of the program was 
indicated in a slide film and mo- 
tion picture presentation, which 
will be shown at the Palmer 
House, Chicago, Feb. 21, and the 
Beverly Hills Hotel, Beverly Hills, 
Cal., on April 9. 

Supplementing the “Parade of 
Stars’”’ promotion, NBC will spend 
$250,000 this year, through J. Wal- 
ter Thompson Company, in an in- 
stitutional campaign in Atlantic 
Monthly, Business Week, Harper’s, 
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Life and United States News A}) 
insertions will be spreads, ins pag 
of the single pages used in 1:44 
but the frequency will be less.’ 

The six NBC managed and ojer- 
ated stations in New York, (hj- 
cago, Denver, Cleveland, Say 
Francisco and Washington are 
conducting separate campaign. jp 
newspapers, car cards, outdoor 
and other media. 


Heads ‘Post-Gazette’ 
Classified Advertising 


Miss Kay B. Henry has been ap- 
pointed classified advertising may 
ager of the Pittsburgh Post-(a- 
zette, succeed- 
ing James F. 
O’Connor, who 
becomes circu- 
lation director, 
according to an 
announceme n t 
by H. G. Wy- 
man, advertis- 
ing director. 
She is the first 
woman to hold 
such a position 
on any Pitts- 
_ burgh paper. 

Miss Henry has been assistant to 
Mr. O’Connor for the past year 
and was for eight years previously 
superintendent of the classified ad- 
vertising telephone room. 


Blackhawk Aids Dealers 

Blackhawk Mfg. Company, Mil- 
waukee, manufacturer of lifting 
jacks and wrenches, has estab- 
lished a monthly distributor publi- 
cation, “Blackhawk Signal,’ to re- 
lay sales slants, guide over-all 
promotion, aid sales training and 
inform dealers of ecivertixing cam- 
paigns. 


Starts ‘Those Websters’ 
Quaker Oats Company, Chicago, 
on March 9 will replace “That 
Brewster Boy,” with another fam- 
ily type show entitled “Those 
Websters.” The program will be 
heard on the full CBS. network, 
Friday, 9:30-10 p.m., EWT. Agency 
is Ruthrauff & Ryan, Chicago. 


Kay Henry 


COVER THIS 
SUBSTANTIAL MARKET 
WITH A SINGLE MEDIUM 


RICH 


ana to 
vitamil 
than it 
alone € 

Popu 
Howart 
Starkis 
KMAC 
Tex., 7 
repetiti 
Jar’ mu 
rhythm 
good ri 
- Form 


him to 
almost 
The | 
ing resi 
tributes 
wholes 
states. 
to cha 
stores. 


Re 


Sales 
after | 
Tune (¢ 
first at 
ed thor 
tions in 
the nat 
kist mu 
by stati 
by oth 
markets 

The © 
consists 
and fou 
five tim 
afternoc 
identifie 
cash py 
rectly 
man, ge 
True M 
kist giv 
tion to 
cett pul 

Merc! 
as new 
lude n 
retailer: 
local ste 
lising C 
and a t 
pany its 


In ad 
tun by 
ccount 
uses ad’ 
prior t 
daily ¢ 
dist 
matchb« 


" ee FA 
| § pe 
% x. 
te yun 
| Ti 
| = San 
2 Last y' 
ihe sensational deerpine ook of 
i _ since 1! 
| | : since 73 
: he org 
: first h 
—— - ~ ae 
Me ’ | ft &? sa 
Te es Ne) ee. 
ae. > 
- €6=—lU CON | neers Lae 
_ woe \ _ver 
— am. Weov® ont 
aes, 60 twt:CO ‘ P 
— te —a ot i: - 4 4 ‘i ; Ny \\ 
PE oe. § = ® es be , * eG 
. VT i) —— ; 
h a 0l 
XN ti : . "2 ee s 
oo > é 
— | | , | ‘ ee : 
sie Ff F tations 
- 6 re ien-PO 
‘ST A ion, a Z ons 
,_ = y successf 
a Z ) reasons: 
¥; , 7 Ost”: 
; : * ‘ s be ei 4 —— 
ee - "ACTION ADVERTISING" | 
Dan Pe ; at its é | the WV 
Se ee Quick, Flexiyee, sest at TIMES STATION ' 
a asiiiiie. THE SHREVEPO watts CBS a 
50,000 
e e | 
BOOTH NEWSPAPERS Siete | 
| THE ca 
a . = 
‘ > | | , a a : va _ . a i “ 


Advertising Age, February 19, 1945 


June Quiz Boosts 
Siarkist Sales 
5 Times Over ‘43 


San Antonio, Tex., Feb. 14.— 
Last year the Starkist Company’s 
sales of its Flotation toothpaste 
and toothpowder, and B-complex 
vitamins, were five times greater 
than in 1943. Its sales for June 
alone exceeded all 1941 sales. 

Popular music by radio, says 
Howard W. Davis, president of 
Starkist and owner of Station 
KMAC here and KPAB in Laredo, 
Tex., is the answer. ‘Frequent 
repetition of really popular ‘popu- 
lar’ music, with the marked dance 
rhythm,” does the trick, along with 
good radio promotion, he says. 

Formerly a Missourian, Mr. 
Davis came to Texas in 1929 and 
has been identified with radio 
since 1931. He has operated KMAC 
since °33. It wasn’t until 1936 that 
he organized Starkist. From the 
first his radio background led 
him to advertise Starkist products 
almost exclusively by radio. 

The present sales are a gratify- 
ing result. The company now dis- 
tributes its products’ through 
wholesalers and jobbers in 35 
states. Direct sales are also made 
to chain stores and department 
stores. 


Reaches Major Markets 


Sales began to jump in 1941 
after the Starkist ‘Name-the- 
Tune Contest” went on the air, 
first at KMAC, where it was test- 
ed thoroughly, and later at sta- 
tions in other markets throughout 
the nation. Last year the Star- 
kist music contest was broadcast 
by stations in 40 top markets and 
by other stations in secondary 
markets. 

The program lasts 15 minutes, 
consists of two short commercials 
and four dance tunes, and goes on 
five times a week—usually in the 
afternoon. A listener who correctly 
identifies all tunes gets a small 
cash prize. A listener who cor- 
rectly names three tunes, if a 
man, gets a year’s subscription to 
True Magazine; if a woman, Star- 
kist gives the winner a subscrip- 
tion to Life Story. Both are Faw- 
cett publications. 

Merchandising and promotion, 
as new markets are entereu, in- 
lude mailings of three letters to 
retailers in the areas—one by the 
local station, one by Pitluk Adver- 
sing Company (Starkist agent), 
and a third by the Starkist Com- 
pany itself. 


Other Media Used 


In addition, newspaper ads are 
fun by each station carrying the 
iccount, and each of these stations 
uses advance spots for two weeks 
prior to commencement of the 
daily contest. Starkist currently 

distributing about 1,000,000 
matchbooks in areas where the 
program is carried. 

Mr. Davis says the contest has 
0st results on high rated record 
stations in larger markets, or on 
-power popular appeal sta- 
‘ons in secondary markets. It 
las proved least successful, he 
‘ays, on small town local stations. 

He thinks the program has been 
successful for Starkist for four 
feasons: First, “no production 
Ost’; second, “a universally de- 
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sired prize which costs the manu- 
facturer a fractional part of the 
total sales, plus thousands of sec- 
ondary prizes which fit the psy- 
chology of the program of popular 
music”; third, a contest “idea, just 
between a guess and a gamble, re- 
quiring no effort and practically 
no knowledge,” and finally and 
most important, the repetition of 
dance-type music. 

Each program, he says, includes 
a 100-word commercial in the 
middle and a shorter commercial 
at the end of the period. All con- 
tinuity is standard, and each sta- 


tion presents the contest separately 
from its own studio with few ex- 
ceptions, 


Produce Sestesi Film 


A 20-minute victory garden film, 
in sound and color, has been pro- 
duced for Garden Company, Mich- 
igan City, Ind., maker of garden- 
ing tools, by Atlas Educational 
Film Company, Oak Park, Ill. The 
film, illustrating the Gardex line 
of tools with modern gardening 
helps, is available to groups on 


Horton Joins Agency 


A. Harris Horton, former sales 
executive and export manager of 
the Bowater Paper Company, New 
York, has joined Lennen & Mit- 
chell, New York, as a member of 
the contact staff. Prior to his as- 
sociation with the Bowater Com- 
pany, Mr. Horton headed his own 
advertising agency. 


Botany Boosts Johnson 
Charles F. H. Johnson Jr., vice- 


application to the company. 


president in charge of the products 
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division of Botany Worsted Mills, 
Passaic, N. J., has been appointed 
vice-president and general man- 
ager in charge of all production, 
promotion and sales effective 
March 15. 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 
S. S. Rubber Cement Ce. 


314 N. Michigan Ave., Chieago 1, Mit. 
Central 3373 
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HERE’S WHAT THE PUBLISHER SAYS: 


About thirty years ago the du Pont Company commissioned Lynn Bogue 
Hunt to paint a portfolio of eighteen plates of our American game birds. 

In the last several years, since these reproductions have been out of 
print, we have had so many letters and requests for this du Pont portfolio 
that we have wanted to give something similar to the readers of Field & Stream. 

Not wanting to defer it any longer, in the early part of 1943 I persuaded 
Lynn Bogue Hunt to do another series of American game birds but employ- 
ing a somewhat different theme: that is, to group the various species which 
“use” together —for instance, the diving ducks in one group, the surface 
ducks in another, quail and doves in another, and so forth. 

Scientists, naturalists, gunners—all agree that this series represents the 
crowning achievement of a great artist, Lyan Bogue Hunt. 

And I would like to add that we here in this office feel that Mr. Hunt and 
Field & Stream have made a definite contribution to the American sportsman. 


Stream 


L LUT Conttbutionr TO THE 


SPORTSMEN OF AMERICA” 


Throughout 1944 a regular monthly editorial feature of Field & 
Stream has been one of the 12 Lynn Bogue Hunt game bird 
masterpieces recently offered in portfolio form to the sportsmen 
of America. The instant, overwhelming acceptance by thousands 
of readers forced a second printing within a few weeks, proving 
once again the leadership of Field & Stream in the outdoor field 
— demonstrating again the unfailing responsiveness of its more- 
than-300,000 readers, the very cream of the BIG Outdoor Market. 


HERE’S WHAT LEADING 


Joseph Jones—Sales Manager, Newton Line 
Co.: ‘I think you have not only made 
areal contribution to the American 
Sportsman but also to the nature 
lover and the field of American Art.” 


Otis L. Guernsey — President, Abercrombie 
& Fitch Co.: ‘‘These prints have cer- 
tainly made a great hit and you and 
— & Stream are to be congratu- 
ated—.” 


Leonard Harrison — Marlin Firearms Co.: 
“I think they are really beautiful.”’ 


Sterling ( “‘Curly’’) Moulton—Sales Mana- 
ger, Fishing Tackle Division, American Fork 


\ &Hoe Co.: ‘They are about as fine a set 
\ of pictures as I have ever seen.” 


H. A. Schumacher — Vice-president, Folmer 


~ Graflex Corp.: “I an confident that the 


distribution of these prints will do 
much to arouse the interest of added 
sportsmen in the game birds of our 
America.”” : 


Hon. Dwight Griswold— Governor of Nebras- 


C.K. Davis— President & General Manager, 
Remington Arms Co.: ‘‘ You are certainly 
doing a swell job for conservation.” : 


AUTHORITIES SAY: 


W.H.Jonas—Sales Manager, Johnson Mo- 
tors: ‘They are excellent—.”’ 


W. J. Harrison — Vice-president, the Shake- 
speare Co.: ‘“This set is one of which 
you may well be proud—.” 


A. G. Ormsbee — Manager Firearms Sales, 
Winchester Repeating Arms Co.: ‘‘To say 
they are beautiful would be putting 
it mildly,” 


J. W, Proctor —Sales Manager, B. F. Glad- 
ding & Co.; ‘This is certainly a grand 
colléction.” 


Robert D. Hall — Vice-president, Edward 
Vom Hofe & Co.: ‘‘ This is a real contri- 
bution to the American sportsman.” 


Hon. Sam C. Ford— Governor of Montana: 
“Mr. Hunt knows his game birds * ** 
and has transferred them to canvas 
with marvelous fidelity.” 


H. S. DuMont— Director, Massachusetts 
Department of Conservation: ‘‘— a grand 
contribution to those who love our 
wildlife as it is.”” 


W. W. Lockwood—<Advertising Manager, 
Taylor Instrument Companies: ‘“They are 
beautifully done and will be long 
cherished—.”’ 


fe Clelinn 


en 
fe 
be 


: ae 
ie: 
a nnn uate d 


no eal 7 'g ; ‘ mp Pe a: : re : 
pr 4 é a idiltales : “ig aon ne dieiisict 
— ” iis 
ov) y = pest 
| | - #848 
N | __ 3 
: | Pe a 
, | a 
n : 
e F 
n af 
a . 
)~ eC D—“C:iCCSCSCSCtéCS 
|- | eee, LS 
& 
F. 
) 
]- 
r, 7 
in : 
Te } r* i 
x | ie 
S- “oe 
‘st ail 
id / 
an 
S- 
to | : be 
ar ' | 
i ee | 
BS age OF We 
5 E i en aa e 
¥ we ae 
il- et — eee Oe fs 
ng - woe ee ‘a 
b- 2 ee Fe 
‘e- “sre ; sea oe Fe ca 
all a = ‘wae Pe 
nd ; . ae aa 
m- | . j oc i : 
AL >» ‘ > Po - 
| os Ke # ; a a? Bhs * 
| ihe «Le SS oe 
go, ' ae Se ea i 
a | ae es 
\ a aes i” 9 
m- Ml See 
yse | \ “ t Pug 
rk, \ , f " : 
cy | rs aa we 4. C. <4 — 
_ a 2 & "S Pe ‘ 4 ‘ a 
. ra y : 7 : * se ce oe - * Pes 2 oe : Se = - 
| ey is a % ay “ ss ‘ «“, 
ee DP a 4 
| a em © | —____ = 
| i—_— ? ae 
ie —,. ~ - ee 
. eo : eis ee 
' a . pO _ 
" he ett 2) 
| & AS Ries am = i ot 
ge 7 a e é Jae * Ve ¥ b.% ka: ‘I congratulate you upon the fine a 
As 2g aa © work.” . 
ae ee PC a 
ge 2 im, “ppt ae 7 
¥ $ , tt a Bhs 
. 2 ycsles sh : ‘tae 
: spememaae = 5 oe . 
““@ Dua ¥ ee eee 
} t 2 a "4 ‘ ca ake 
cl - & Pe eh — * ne 
--= ad eee | Se ¥ ie a + y, ; . eg & 
= oY fe } ee ay . eae 
_ a Be Tt rt) | 
a {i y o 24 ile Re Sa as 
| — oe ~~ = eae 
din “aN 34 ae a ‘aa B J “— i ad » . i i f 
~~ - ws Sane pa ae oe 
saci ~ a ia ig =~ Ns ee Pau wale 2 See ? ‘ 
‘4 y a = 
a. 
. : ne" 
7 . bvnyr rey’ aa » J Fo ai 
4 fs is 
O° x SY 
N s Sy 
: Ut ©! Sk _— 
ct FM np! STRipy OL NO 
es BRET) ‘ 
a ees 3 NG . 
NT a 
' (ye 3 . q A\\Kn) quant , 
ee) UB 2 
J * i eee TED, ~ =e 
| ae St = Rests // 
. a 
ee 


wi 


“te 


46 


Canada Dry Prepares 
Ad Plans for Spur Cola 


Advertising plans for Spur, cola 
drink of Canada Dry Ginger Ale, 


Inc., New York, will be set in 
three or four weeks. Regional 
sales meetings of the domestic 


license department have been held 
recently in Pittsburgh, Chicago, 
Durham, New York, and Atlanta, 


attended by Spur bottlers. J. M. 
Mathes, Inc., New York, is the 
agency. 


J&J Boosting Plasters 


Johnson & Johnson, New Bruns- 


wick, N. J., is beginning a series | 


of 40-line ads in 800 newspapers 
plus 70-line insertions in a list 
of Negro and foreign language 
publications for its Red Cross plas- 
ters and back plasters. N. W. 
Ayer & Son, Philadelphia, is the 
agency. 


Leaves McCann-Erickson 


W. Robert Mitchell, executive 
on the Emerson Drug Company 
account at McCann-Erickson, Inc., 
New York, has resigned from the 
agency. 


Best Electronic Ideas 
to Win $1,000 Awards 


| Electronic Industries, published 
by Caldwell-Clements, Inc., New 
York, has announced editorial 
awards totaling $1,000 to be given 
to the three authors who contrib- 
ute the best articles to the publi- 
|cation during 1945. The awards 
| will be in addition to the regular 
|payments made for acceptable 
| manuscripts. 

Purpose of the contest is to 
encourage engineers in preparing 
technical articles which will ad- 
| vance the electronic arts. A panel 
|of engineer judges will be named 
later. 


Branch to Tyson 


Russell E. Branch, formerly on 
|the copy staffs of Fuller & Smith 
& Ross and Paris & Peart, New 
York, has joined the same division 
of O. S. Tyson & Co., New York. 


Surface Lines to Lefton 


Al Paul Lefton Company, Chi- 
cago, has been appointed agency 
|for Chicago Surface Lines. 


Soap Cut Won't 


Hurt, Makers Say 


New York, Feb. 14.—Whatever 
effect the recent WFA order re- 
ducing soap production to 85% of 
the base year 1940-41 was, it 
probably will not change the ad- 
vertising schedules of the leading 
soap manufacturers. A check made 
of Lever Brothers and P&G re- 
veals that neither company con- 
templates any drastic curtailment 
of present advertising. 

The reason for this becomes ap- 
parent when the base year fig- 
ures are analyzed. In 1941 a rec- 
ord high for soap manufacture 
was rung up and even 85% of this 
amount will provide a higher per 
capita production of soap than in 
any prewar year. 

For example, during the first 
three quarters of 1943, production 
of soap did not reach 85% of the 
1940-41 level. Also, even though 
the quota for package soaps will 
be cut to 90% of the base year 
(instead of the previous 110%) 


|the amount produced will still ex- 
|ceed any previous year. 

The announcement of the cur- 
'tailment is deemed particularly 
|unfortunate in view of the fact 
that soap production has been un- 
der strict government supervision 
for several years. A check of de- 
partment stores sales, however, 
revealed no extraordinary run 
upon soap. But until a close study 
is made of sales of groceries and 
chain stores, where most soap is 
purchased, no one can ascertain 
what damage the announcement 
has caused to soap stocks. 


Others Less Optimistic 


The curtailment will have very 
little effect on the Midwest civil- 
ian, according to T. J. McCormack, 
sales manager of the Armour 
Soap Company, Chicago. Mr. Mc- 
Cormack declared he expected no 
reaction from the dealers “who 
have plenty of stock on their 
shelves.” Of the public, he is 
even more optimistic, asserting 
that their basement store-rooms 
are “loaded” with soap. 

“People here are not going to 
get panicky,” he said, “mainly be- 
cause they stocked up to the 


ene. ae ee u 
eee 


i: TYPICAL CYCLONIC STORM 
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To watch weather at work... 


STAGE OF DEVELOP Mem, 
Dem BOHY Khon tut wl im php arin Shee siays 4 ES 
arrest cena int te nn i 
be fox) 
WEATRE® HAZARDS "TO -AyanioN © © 


‘ me 
Shuty of Toes, 
Ot Cretitting 


In Navy pre-flight, the hell-bent 
hot pilot gets so much study, fresh 
air and exercise so simultaneously, 
he can always use a little shut-eye 
... has been known to doze lightly 
in dull classes. Aerology (BuAir for 
meteorology) as conventionally 
taught, can be very dull. The cadet 
takes a dim view of the definitions 
and loopy lines over maps; crams 
for the exam, then dismisses the 
subject from his burdened brain. 

A year later, over uncouth terrain 
or an uncomfortable lot of water, 
he meets weather in the raw instead 
of reporis; watches an ugly cloud 
backfield do T formations, bounces 
. and 


around until his teeth ache... 


wishes to hell he could remember 
what it was the man said! 

is make the action of weather 
more understandable, Navy BuAir 
weather 


enlarged a section of a 


map and painted the stages of a 
storm on upright pieces of glass. 
Somebody said it would be nice if 
students could take away more than 
a fugitive memory of the map.. 
So they came to Einson-Freeman. 
The subject instantly suggested 
the child’s pop-up book, of which 
we have often been parent in the 
past. Three separate charts were 
developed, size 9 x 10's inches. As 
the cover is opened, a series of 
vertical vanes stand up. Each vane 
illustrates and diagrams a storm 
stage. The series depict the start, 
development and decline ofa warm 
front, cold front and cyclonic storm 
over an area eight hundred miles 
wide and a thousand miles ahead. 
By noting wind direction, and 
comparing cloud formations with 
the drawings on the vanes, the pilot 
can tell if he is approaching or 


within a storm area, identify the 


type, and act accordingly. Covers 
carry 


standard information and 
flight directions. These charts save 
worry, gas, structural strain, may 
save schedules, planes, lives . 

After looking them over, Army Air 


Forces adopted these devices, too. 


- Armed Forces have found 
out that for efficiency and security, 
training is a non-stop operation, 
and instruction must be continuous. 
Peacetime business can adopt the 
same principle to its profit. And 
Einson-Freeman’s unique current 
experience in making training aids 
for the Armed Forces—will make 
training programs, educational 
courses, saleswork and advertising 
more effective, quicker, cheaper. 

Demonstrations on request. 

NOTE: We are permitted to sell these 
Aerology Charts to civilians—$3.75 for 
the set of three, with instructions. 


Cinson-sreemian Co., INC., * PRIMER PROUD LITHOGRAPHERS 


STARR & BORDEN AVENUES, LONG ISLAND City, New YorK 
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guards when the first 
scares occurred.” 

As for advertising, he thoush; 
the curtailment would proba)ly 
mean the end of any “two for the 
price of one” coupon ads in news. 
papers, but that more space w: ulq 
be sought for brand name ad: 

Officials of Fitzpatrick Bros 
Inc., Chicago, maker of Autorna- 
tic soap flaixes and Big Jack 1D, 
were less hearty in their appraisa| 
of the situation, declaring fi:jly 
that “a shortage will occur.” Now 
three to four months behind in de- 
liveries because of the earlier cuits, 
Fitzpatrick executives see “many 
orders cancelled out” by the new 
WEA order. 

Now producing 1,000,000 pounds 
a month, the cut will mean 100,09 
pounds less each month, they d. 
“The demand is greater now and 
our allocation. plan begun some 
time ago will be even stricter, and 
certain territories will be discon- 
tinued entirely. Naturally, we 
will do less advertising.” 
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‘Sense and Cents’ 
Govern Soap Buys, 
Says Co-op Group 


New York, Feb. 13.—The grocery 
committee of National Coopera- 
tives, Inc., which sets up standards 
governing products carrying the 
co-op label, is advertising its view 
on what women should consider 
when purchasing toilet soaps. In 
turn, this view is being made 
known to members of the Cooper- 
ative League of the U. S. A. in 
the latest of its series of ‘“Com- 
modity News” reports. 

Smart buying of toilet soap, the 
committee says, is “fa matter of 
sense and cents: Sense in realizing 
the sole role of soap is as a gentle, 
effective aid to cleanliness; cents 
in buying soap, not dreams, by 
the bar. Let someone else pay for 
the abracadabra.”’ 

Chief difference between Co-op 
and other quality toilet soaps is 
price, the committee insists. “To 
be a good buy a bar should be 
high in soap content and low in 
moisture in terms of price,” it says, 
stating that all Co-op toilet soaps 
are milled and thus low in mois- 
ture content. It points to Co-op 
buttermilk soap, doubly milled, 
and reports that it is “‘comparable 
only to brands generally available 
at department stores at premium 
prices.” The “evil gremlin—free 
alkali,” which roughens and red- 
dens the skin, is absent in any 
quality toilet soap, certainly in 
Co-op brand, the committee adds. 


Pollock Joins JWT 


Robert Vincent Pollock, copy- 
writer and television research man 
for the New York News, will join 
J. Walter Thompson Compan) 
New York, as copywriter on Pan 
American Airways, effective 
Feb. 26. 


Heads Lyon Publicity 


Arthur C. von Stein, former: 
with the National Industrial Infor- 
mation Committee of the Nationa! 
Association of Manufacturers, S 
joined S. Duane Lyon, Inc., New 
York, as public relations dire« 


Lt. Boyer Killed 

Lt. Robert H. Boyer Jr., former 
member of the advertising = 
search staff of Farm Jour 
Philadelphia, died Feb. 6 of 
wounds received in Luxembouw ¢. 
He was a member of an airbo: '¢ 
division. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war pl: 
by the thousands daily—each copy '¢ 
by many, and passed on from shift 
shift—each copy working 24 hours d 
to bring you coverage of today's b 
spending customers . . . 100,000 reac 
daily! 


* * THE x x 
NEW HAVEN, CONN. 
JOURNAL-COURIER 
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e i ; 1 } | manager of the company’s newly-|the duties of that position for the} 

; NM deration in Practice! Liquid Carbonic Shifts | decane (juntaio tehina division, | past several years ss manager of INTERESTING | reERENT | 

it 0 ————e ae hiner ys ae Giana 'and K. P. Miller has been appoint- | sales analysis and market research. | Seanasmietenes DIFFERENT! 

y cuvonint OF POLICY BY THE TAVERMKEEPERS oF Your towm: | C141 Machinery sales ol iquic | ed Kansas City branch manager, = — TALKING LETTERS Fo 

e Carbonic Corporation, Chicago, has | succeeding F. C. Becker, resigned. | Ta; kel juice ae "WEN AND WOMEN ies 

a been appointed eastern sales man- ie at 5 ibe ~— *y Joins Jones Fran e A series of unique ‘‘armehair’’ discussions in ee 
ager of the machinery division at | | Delpha Heyward, formerly with || letter improvement (3rd Pho oe ie 

d New York. M. M. Wallace, former | Wagner Names Dobrunz | Stubbs & Montgomery and George gouge tien Coax of Fas. WwoneTaesiess re 
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'e LOCALIZED—This is one of a new 
gries of ads being made available to ‘ 
tavern operators throughout the coun- A te ES 
try by Allied Liquor Industries, New ‘% ee Oat 
York (AA, Feb 5). The ads provide 
space for in g@ddual signatures backing 
. up operators’ pledges to abide by 
7 state and local liquor regulations. 


, fAds Urge States 
: fo Ease Trucking, 
» [eer Sales Laws 


n Chicago, Feb. 13.—Advertise- 


eee 


Matt YAEL LE 


apres 


cet 


oe, 


le ents urging correction by state 
- gislatures of onerous and con- 3} 
in ting laws have been used re- et 
\- ently in two fields — highway Y 
ransport and grocery. = i 
le Anheuser - Busch, St. Louis, a 
of naker of Budweiser beer, is advis- ee j 
ig fhe grocers through trade paper Py. & 
e, [pace that the National Beer : car if 
ts Wholesalers’ Association, Chicago, it 
y as begun wofk leading toward 
yr tandardization of state laws im- ; 
sing license, bond and other s! 
9) estrictions on sale of beer by gro- t 
is ery stores. The ad urges grocers e coun i 
‘o cooperate with beer wholesalers 1 
€ vard a_ simplification of the her & an 
n 1aze of beer laws, so that grocers aw ‘ d largest 
S, lay expand sales. —_— ion S$ thir 
ds Fruehauf Trailer Company, De- rhe nati \ 
= roit, is running an advertisement Angeles, ‘ \ popu 0 
p 1 trade and business magazines, »% L Ss he high y 
d, iled “A Special Appeal to All dvertising ed on t 
le HMlembers of State Legislatures,” . ct a en focus 
le [Brging that low size-and-weight The imp unch 
m llowances for trucks and trailers : added P 
e fe repealed. Such “barriers,” ket gains 
i- fruehauf contends, result in in- ‘chest marsh” 
y fBficiency of trucking and _ in- riche . arca wow ntrates 
n reased cost of distribution. | trading a ‘ ress co 
s. Fruehauf has distributed fold- . ad etal Herald-ExP 
rs, booklets and other material city an Angeles * aper 
n the subject for distribution by F the Los daily P 
ucking companies and their asso- \ radius est of y 
- lations and by others interested. 2 \ forty-™ € ; jation, \ Lo 
' —_——_—_ ig wita circu y 9 
» [Anderson to Tradepress In this _ premendous , 
A | Tradepress Publishing 8 eed 3 per cent of 1 
= on, Chicago, has appointe es- : 
r L. Anderson as New York overt ? { pulation 
lanager of American Hairdresser, : W est. 4 his zone Oo poe 
fective March 1, succeeding -. the entire acts in tht h 
eorge Pfeffer, resigned. Mr. An- t mer cont enous 
erson was formerly sales man- re cons s\ _ season 
ger of Diadem, Inc., Leonminster, 160,000 mo other dai y P 
- lass y 7 
: on ae , This means on rovided by ii ent and postwa 
, Fcdison Mills Appoints , than are P . olanning as 
Madison Mills, New York, ex- ing Pow jist in P 
ter of luminous home decora- and buy a top your 
iss has named Kendall & De r shoul 
, New York, to handle ad- ‘ newspaPe 
r ‘tis ng and marketing of its hy this -dules- 
‘a ‘ucts abroad, w tising sch 
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Hoosier Dailies Hear 


Elsberry, Mulligan 

Publisher members of the Indi- 
ana League of Home Dailies heard 
Paul V. Elsberry, vice-president of 
the Chicago Newspaper Repre- 
sentatives’ Association, and Ralph 
R. Mulligan, New York Newspaper 
Representatives’ Association, in a 
presentation, “Newspapers Get Im- 
mediate Action” at a recent meet- 
ing in Indianapolis. 


Calvert and Grimes 
Buy Oxnard Paper 


George Grimes, former manag- 
ing editor of the Omaha World- 
Herald, and recently manager of 
the Chicago and St. Louis offices 
of Wall Street Journal, and David 
W. Calvert, formerly country cir- 
culation manager of the World- 


Herald, have purchased the Press- 


Courier, Oxnard, Cal., taking over 


March 1. Mr. Grimes will be edi- 
tor, and Mr. Calvert, business 
manager. 


John F. Prell, with the World- 
Herald since 1940, succeeds Mr. 
Calvert as country circulation di- 
rector. C. C. Paxton Jr., has been 
appointed his assistant. 


CED Promotes Barrett 


J. L. Barrett, former assistant 
director of marketing research of 
the Committee for Economic De- 
velopment, has been appointed di- 
rector of the trade association di- 
vision. 


Bowman Names Larson 

E. J. Larson, formerly assistant 
sales manager of the fluid milk di- 
vision of Bowman Dairy Company, 
Chicago, has been appointed sales 
manager. 
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Bankers Offer Credit 
Plan for War Vets 

A counsel and credit plan for 
war veterans was announced re- 
cently by W. Randolph Burgess, 
president, the American Bankers 
Association, who pledged on be- 
half of the nation’s 15,000 banks 
a policy of friendly understanding, 
accurate information, experienced 
counsel and direct assistance to 
returning service people. 

Chester R. Davis, vice-president 
of the Chicago Title & Trust 
Company, will head a special ABA 
committee on service for war vet- 
erans, Mr. Burgess said. Mr. 


Davis is a veteran of World War I, 
winner of the Purple Heart and a 
recognized leader in veteran ac- 
tivities. 

In a letter sent to every bank 
in the nation, Mr. Burgess empha- 
sized the need for bankers fo help 
the veteran not only by making 
him loans but by protecting him 
from “doomed projects, wasted 
dollars and heartaches.” Mr. Bur- 
gess said that polls show veterans 
are eager “to enter enterprises for 
which they have tremendous en- 
thusiasm but little experience and 
limited ability. They’re willing to 
gamble their accumulated savings 
and risk the money they may 


Advert 
obtain through a veterans’ | i - 
an attempt to make a peacetime Mee” i, 
reality out of a foxhole dres a 


Sees Many Pitfalls lighting 


Enumerating the pitfalls 
the veteran who seeks to enter Mm 


upon unfamiliar projects, ho saiq fy! py 
there are people “ready sel] oe re 
him service stations, lunch coun. Ho!” hin 
ers, grocery stores and taverns MEO" S. ni, 
radio shops and tourist cabin: Sonal 
which never did and never could Mo) 
make a living for anyone.” He?) 


pointed out that all proposition. pla 
unfavorable to the veteran will not HO. 
come from swindlers. “There wi Me!” 
be,” he said, “honest men who Mm 2” 
will offer the veteran what they _ * 
sincerely believe to be good bus. soe 
ness ventures and sound _ re,j eg a 
estate deals, proposals whici ex. on , ate 
pert examination, however, shoy _ e 
to be undesirable or of little value. ~m ‘ me 
“The banker knows about these nye 7 
ventures,” Mr. Burgess said. “Hef” ’;, ; 
has seen them fail time and timeym ”° tabl 
again. In many cases the best ee 
service a bank can perform for the og wi’ 
veteran is to dissuade him from val shi 
buying an abandoned farm orf’ “ 
from buying a busin™; until he 
knows how to operate it.” 
President Burgess’ letter re. 
vealed some specific results al- 
ready attained by banks in pre- 
paring themselves to fulfill the 
postwar veteran’s requirements, 
“Banks in some cities have al- 
ready established Veteran Loan 
Centers where applic *tions are re- 
ceived and processed through one 
central office,’ he said. In other 
cities, it was disclosed, banks are 
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People spend part of their time indoors and part outdoors... 
If you use only indoor media, you are out of touch with people a great part of the day. 
On the other hand, if you use both indoor and outdoor advertising, you will be in touch 


with people right AROUND THE CLOCK. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR INDUSTRY 
60 EAST 42nd STREET, NEW YORK 17 


ATLANTA - BALTIMORE - BOSTON - CHICAGO - CLEVELAND - DENVER - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST.LOUIS - SAN FRANCISCO 


cooperating with other agencies to 
provide information centers where 
the veteran may obtain complete 
information on anything relating 
to veterans’ affairs. 

* a * 


The potential unsatisfied de- 
mand for motor vehicles is esti- 
mated at approximately 12,000,000 
units, Joseph Geschelin, technical 
editor of the Chilton publications, 
told the Industrial Marketers of 
Detroit recently. 

He pointed out that 49.4%, or 
12,604,840, of the vehicles now on 
the road are at least eight years 
old. Many of these are older. Of 
all the vehicles now in use 30.1% 
are ten years old and only 23% 
are under five years of age. 

Although he believes that many 
materials—aluminum, magnesium, 
plastics, high tensile steels—will 
be abundant after the war, Mr 
Geschelin asserted that their avail- 
ability “will not be the criterion 
for general acceptance.” He said 
it is up to the manufacturer 0 
the materials to show the _ user 
how they can best be applied. 

Mr. Geschelin told the market- 
ers that “various new processes 
and techniques have been devel 
oped during the war and thes 
may be instrumental in seekin: 
lower postwar cost levels. Among 
such may be cited such processe 
as induction heating and harden 
ing and brazing, the use of elec 
tronics for controlling and actua! 
ing mechanical processes, nei 
heat-treating methods, new forgin 
methods, wider use of welded and 
fabricated structures, and im 
provements in surface finishes 10 
rotating and wearing parts wh! 
will materially prolong the /ife 
expensive parts of the mec))anist 
of these postwar vehicles.” 

* * * 

While admitting that home ‘igh! 
ing in the future will, for th: ms 
part, remain traditionally fu" 
tional, Westinghouse Eleci’ic 
Mfg. Company, in a recent ‘cP 
on fluorescent lighting, d ~la" 
its circular and hot-ca "0% 
slimline fluorescent lamps 
“infinite” possibilities of ac 
illumination in fixtures th 
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ice the beauty of their sur- | 

me rou dings. 

P |. addition to providing general 
ighting, however, Westinghouse | 

yreater use of fluorescents re- 


ore HM eosscd in ceilings and furniture,| especially those which give little | keting research department should 


sel] vf ‘s to living rooms, bedrooms 
Int- HF ana dining rooms. 

ns, Siraight fluorescent tubes have 
Ins, HM generally been limited in home 
app!.cation to kitchens, laundries, 
He @ pia) ooms, work shops, bathrooms 
Ons MH and dining rooms, Westinghouse 
not «ays. adding: “Circular fluorescent 


Wil igmps will no doubt be used in 
Vho @ pviling fixtures as well as in table 
hey and floor lamps. Announced in| 
USi- HF ».qttages of 20, 30 and 40 watts, | 
real the lamps will be made in outside 
€X-B diameters of 84, 12% and 16 
LOWE inches, respectively. They can be 
lue. I thus mounted one within the other 
ese i, fat modern luminaires or tiered 
“He to fit the shades on conventional 


AMe MH portable fixtures.’ Various colors | 

est may be used, but the most popular | 

thei jor home use will continue to be | 

TOME the white, soft white and daylight. | 
* ais * 


| hel with a goal of 1,000,000 record | 
changers during the ffirst 12) 

re-@ months of unrestricted production, 

al- Ross Siragusa, president, Admiral | 


Pre-@ corporation, Chicago, told stock- | 

be holders recently that Admiral will | 
é. have in radios a peak potential of | 
' al- 6000 automatic record changers a | 
an day. He said they would have a/| 
. re- 


apacity of 10,000 radio units per | 

lay, postwar, as against 5,500 | 

radio sets prewar. 
Bo * Bd 

Regensteiner Corporation, Chi- | 

igo, through its president, Nathan | 


PS 


here 


plete ~ Ruekberg, has announced a 
tingg® postwar expansion plan involving 


expenditures of more than $850,- 
000 for new plant and equipment. | 
The major portion will be used |! 
to enlarge the organization’s lith- | 
graphic offset division. Plaris are | 
now in preparation for a four- 
story addition to the printing com- 
pany’s Van Buren street building 
jjoining its main building at 
Jackson Blvd. and Racine Ave. | 
It will be fully air-conditioned. 
All Regensteiner men _ return- |} 
ig from the armed forces will) 
1%m™/oe reemployed, Mr. Ruekberg 
3qmmsaid, and in addition, a new ap- 
prentice training program will be} 
naugurated. He said that while| 
the graphic arts trades had been | 
severely hit by both loss of man- | 
wer and inability to replace ma- | 
hinery, the industry expects an | 
extended period of business pros- | 
perity after the war. He foresees | 
dditional employment resulting | 
irom new magazines, and other | 
ublications now held up because | 
paper restrictions, and in “a 
lremendous volume of sales and 
dvertising material needed to | 
merchandise consumer goods and | 
ew products developed by war | 
esearch,”’ 


y 


High spots in new developments | 
1 the paint industry were brought | 
it by Austin O. Allen, vice-pres- 
newm™ Cent in charge of manufacturing | 
; nd research, Vita-Var Corpora- | 
tion, Newark, N. J. Speaking re- | 


I ent! before the New Jersey | 
s fommCouncil of Painting and Decorat- | 
vhi ng Contractors, he revealed that | 
fe new fire-retarding paints, devel- | 
nist™™°ped to meet military require- | 

ents, will find wide usage in| 
iblic buildings, theaters, night | 
ight ul schools, etc.; insecticide 
mos Alt will keep the home free 
fyncamgom flies, mosquitos and other in- | 
c @m<cts “for probably a year or 


and non-slip paints, for | 
es and steps as well as for | 
ial plants and public build- | 
vill also find a huge ae | 


We Make 
MOTION PICTURES 
BETTER, FASTER, and 
at GREATER SAVINGS 


If You Are Planning 


INDUSTRIAL 
EDUCATIONAL 
* SALES TRAINING 
DEALER HELPS 
OR TITLES... call 


HAR. 3395 


WRITE or WIRE for DETAILS 


obash Ave. 


Westinghouse Director 


A skeptical attitude toward con-|the war,” Mr. Grant said. 


to surveys made by the appliance 
. industry to determine what and|personal loan service, trust divi-|Philadelphia area and full pages 
Urges Skepticism of Polls [how much people will buy after 

He 
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ices — the banking department,;be used, plus car cards in the 


} 
} 


| 


sion and relationship with corre-| monthly in several banking publi- 
spondent banks. Newspaper ads cations. Agency is N. W. Ayer & 


sumer opinion polls and surveys, | believes that the work of the mar- | of 48-, 30-, and 10-inch size will|Son, Philadelphia. 


mo.nted in valances and combined | or no information as to how con- |e kept on an intensely practical 
fixtures to give decorative |clusions were reached, was urged | Plane, and that the academic view- 


A Nationwide Sar 


on business and government exec-|P0int should not be permitted to 
utives attending a sales executives |Control the department’s activity. 


conference in Albany by W. W. 


Grant, director of marketing re- : 
search for the electrical appliance Bank Promotes Services 


division of Westinghouse Electric 


Pennsylvania Company, Phila- 


vey of Radio end 
Electronic Techal- 
cians’ Reading 
Habits sent free en 
request. 


& Mfg. Company, Pittsburgh. 
“Undue importance is attributed |Feb. 19 to promote various serv- 


delphia, will begin four campaigns 
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cially for this ampaign ir )-Opera- 
ion with N. W. Ayer & n, Inc.) 


ttow about Your postwar travel ads ; 


Maybe you are not actually writing your postwar are 


America’s most traveled million—and now. as always. 


natural, most responsive audience. They 
advertisements yet—but, if you’re like most travel | 
advertisers, you’re thinking awfully hard these days they are thinking of far places and how to get there.* 
about what you'll be saying to your market as soon Time families have more to spend on travel, go 
as the sea lanes, air lanes and railways are open to in for longer cruises, buy better accommodations 


unrationed travel again. wherever they go. So nine out of the last ten years 


Whatever you decide to say in your postwar adver- Time has carried more pages of Travel, Resort and 


tising, the readers of Time would seem to be your Hotel advertising than any other magazine. 


TOPS WITH THE PEOPLL 


*kor instance, a very recent survey shows. that 
237,000 Time families are planning to visit the 
Mediterranean someday (and 41,000 of them plan 


to sail there within five years after the war) 
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: down 3% from last year, this 
Magazines Show year’s figure being 1,280,288 lines, 
° I ° |while last year’s was 1,319,300! 
10% Increase in ines. aed 
F b Li R... a ——- fe veo 
| showed an increase of 11% for the 
e ruary inage month, carrying 172,990 lines this 
Chicago, Feb. 15. — Although! year as against 155,801 lines last 
February issues of monthly maga-| year. 
zines showed increases in all cate- ee 
gories, January issues of weeklies 
showed a slight loss, and as a re- Kohnfelder to Murray 
sult the over-all gain shown in Norman R. Kohnfelder, who re- 
the ADVERTISING AGE tabulation| cently resigned as national adver- 
this week amounts to 10% for the/tising manager of the Jersey Ob- 
month. server, Hoboken, has joined the 
General magazines carried 818,-|executive staff of Arthur Murray 
126 lines of advertising in Feb-|Dance Studio, New York. He has 
ruary issues, up 16.7% from the|been retained as advisory counsel 
701,006 lines carried by this group| by the paper, which has appointed 
in February issues of last year.|Gilman, Nicoll & Ruthman, New 
Women’s magazines carried 1,192,-| York, as national representative, 
213 lines, up 19.5% from last/| effective March 1. 
year’s 997,431 lines; and standard a 
magazines carried 31,382 lines, up Saat 
31.3% from last year’s 23,897 lines, | Ottley Rejoins Paper 
Among outdoor publications, Maj. John K. Ottley Jr., for 
February linage added up to 93,323 | seven years advertising director of 
lines, an increase of 41.6% from|the Atlanta Constitution, and for 
last year’s 65,898 lines, while in| the past year director of adminis- 
the juvenile field February linage| tration and services at Bryan 
was 20,051, up 20.1% from last} Field, Bryan, Tex., has been re- 
year’s 16,696 lines. leased from active service and will 
January issues of weeklies were! resume his former position. 
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Market of 155,000 Families 


Houston Post 94.6% 
Door Delivered or 
Mailed . . . Thousands 
of Families Read 
No Other Paper 


Harris County alone is a market of 155,000 families. 
The only morning paper available to these 155,000 
families, and to thousands more in the surrounding 
area, is the Houston Post. It has the largest city and 
suburban morning circulation in all Texas, covering 
a market of over a million people buying over a 
quarter-billion dollars worth of goods annually. 


The Post is remarkable among morning papers in 
home readership. 94.600 is Door Delivered or Mailed. 
Only 1 copy in 20 is bought on the street. The Post is 
bought for day - after - day interest—because it offers 
every member of the family what they want in a news- 
paper. 


The Post is the only Houston paper with Associated, 
United, New York Times, and Chicago Tribune Press 
services. It carries 25 of the most popular comics regu- 
larly—the only Farm Column in Houston—the only 
complete Market Page—columns devoted to the house- 
wife’s many interests—and offers one of the strongest 
sports pages to be found anywhere. 

For many years, local advertisers who need to sell 
the family as a group, have bulked their advertising 
in The Morning Post. Their lead is being followed by 
more and more national advertisers who are swinging 
to this home-read morning paper which offers the 
morning field undivided in the largest market of the 
entire South. 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


First in the Texas Morning Field 


in City and Suburban Circulation 


1945——_,  ——1! 


Pages Lines Pages Lines : Pages Lines Pages Lines 
GENERAL | True Love & Romance 
Ace Fiction Group.... 9.0 2,072 12.0 2,713 | (ae 46.1 19,764 41.5 17,814 
+American Magazine.. 59.0 24,785 52.6 22,656 | True Romances ...... 51.9 22,265 42.9 18,497 
American Forests .... 11.0 4,620 10.3 4,340 yey 5 i reer ete 77.4 33,309 57.4 24,638 
American Home ...... 49.7 31,401 43.2 27,279 | Vogue (2 issues)...... 238.5 150,701 176.4 11,51 
American Legion .... 24.0 10,165 20.0 8,619 | Woman's Day ........ 43.2 18,541 39.1 16,768 
Asia & the Americas.. 1.7 715 1.6 674 | Woman’s Home 
Better Homes & } Companion ......... 62.5 42,512 61.0 $1,487 
OS 58.1 36,748 57.0 37,042 ; — 
+Christian Herald .... 29.1 12,208 20.2 8,654 Total Group ........2,380.3 1,192,213 1,992.4 7,43) 
CORE 8 6.4 44645 3 wins 5.7 3,867 4.2 2,875 STANDARD 
Cosmopolitan ........ 69.1 29,662 67.7 29,055 American Mercury .... 12.8 2,317 7.3 1,31 
Dell Detective Group. 24.0 10,282 20.6 8,839 Atlantic Monthly ..... 44.0 18,480 37.0 15,540 
Dun’s Review ........ 34.4 14,769 22.3 9,546 Harper’s Magazine ... 44.5 10,585 25.4 7,04) 
Dn weviwittide ca ks aes 11.6 4,873 11.0 4,624 = —_—_—_—__- - in 
Esquire (Natl.) ...... 57.6 38,732 55.7 37,455 OCG COT OUR... 6.20 is 101.3 31,382 79.7 897 
Extension plea «alee Bs 14.8 10,216 13.0 9020 OUTDOOR 
Fortune ......+...-+0- 161.5 102,068 192.0 121,344 | American Rifleman ... 27.7 11,613 28.8 2,10 
Grade Teacher, The... 25.6 11,300 14.7 6,926 +Field & Stream..... 52.1 21,865 32.6 3.984 
House Beautiful eee ene 78.1 49,343 52.1 32,925 Fur-Fish-Game ...... 14.9 6,382 14.2 6.063 
House & Garden rere 64.3 40,649 45.8 28,921 ¢+Hunting & Fishing... 14.6 6,147 10.0 4,339 
Improvement Era .... 16.5 7,079 14.6 6,104 | Outdoor Life ......... 53.9 22,635 28.5 1299 
Instructor ........... 22.8 15,594 17.8 12,188 | +Outdoors ............ 16.6 6,973 10.0 4,30 
Macfadden Men’s Grp.. 22.2 9,504 15.6 6,693 Sports Afield ......... 42.2 17,708 30.7 12,884 
Mechanix TIllustrated.. 62.5 14,103 53.1 11,897 — a a =e 
Moose Magazine ...... 4.7 1,960 5.7 2,380 Total Group ........ 222.0 93,323 154.8 65,895 
Motor Boating ....... 82.6 48,657 72.4 31,266 | JUVENILE 
National Geographic.. 33.0 7,854 33.4 7,943 cae “eg 9.6 036 — 
Nation’s Business .... 59.9 25,142 52.1 21,900 | ‘American Girl ....... oy "Gee 4 2,934 
Nature Magazine .... 3.9 1.657 6.1 2,602 Peapd ca eceeeccees i. can). 351 
Popular Mechanics ... 123.6 27,692 98.2 21,994 Stes eee bos wae 74 3185 65 1,68 
Popular Publications... 14.6 3,276 9.8 2,205 | pen Road for Boys.. " rr oe 4168 
-opular Se PRE 34.6 15 99.8 22, ‘ eq en Ak ‘ ee 
ao et "ist @edie. ana Sas Total Group ........ 37.1 20,051 30.9 16,63 
SURE Sp ccdegadares 12.3 5,271 7.0 3,010 WEEKLIES—January 
Scientific American ... 17.4 7,595 12.9 5,531 aAmerican Weekly ... 61.5 61,461 66.8 66,79 
Street & Smith Fiction aBusiness Week ...... 299.56 125,783 357.0 149,953 
GPOUP scccssvcccsecs 4.5 837 5.0 930 Christian Advocate ... 12.5 5,254 12.0 5,056 
ose 33.4 14,010 33.2 13,958 aCollier’s .........6-. 115.0 78,202 131.0 89,08: 
Thrilling Group ...... 17.1 3,836 18.0 4,044 | aCue ............e eee, 95.3 40,901 70.2 30,13 
Town & Country...... 114.0 76,601 82.7 55,538 | Family Circle ........ 46.5 19,963 39.7 = 17,04 
LSS a i aA aes 17.0 7,314 11.4 4,909 CD Sikes ede 66 See 39.2 16,797 29.3 12,58 
Woodmen of the World 5.2 2,210 4.8 2,039 EE 3.4.6 ae 404.498 's tes arwiete 44.3 25,312 40.4 24,71 
eee 78.9 46,393 70.5 41,454 | Diberty ............5. 98.6 42,283 = 70.7 30,27 
a - “4 ee 0 a re ee arte 209.9 142,765 225.0 152.9 
Total Group ........ 1,720.1 $818,126 1,478.7 701,006 | Look ..............--. 57.5 39,098 = =59.7 40,6 
WOMEN ee ne 257.9 108,310 248.1 104,21 
RS Ae ee aoe 99.0 42,471 79.0 33,891 | New York Times 
2 eer ee 116.5 49,978 72.0 30,888 | _ Magazine ........ 100.0 85,036 = 81.9 81,93 
| Good Housekeeping .. 99.7 12,778 90.0 28.617 | New Yorker ....... . 148.3 63,637 200.2 85,87 
| Harper’s Bazaar ...... 167.8 106,029 138.8 87,714 | Pathfinder ........ - 50.2 21,078 = 35.9 15,417 
eae 20.8 15,732 13.5 10,277 | aParade ........... - 25.9 18,536 20.7 14,812 
Household ........... 22.3 15,137 25.8 17,557 | Pie .........-....0e-s 16.1 = -10,965 4.1 2,81 
l.adies’ Home Journal. 94.0 63,886 96.0 65.249 | Saturday Evening Post 208.0 141,415 212.5 144,477 
| Mademoiselle ........ 141.0 60,489 127.0 54,483 | TScholastic .......... $8.10 = 11,808 34.3 10,411 
UN 75.5 51,355 69.4 47,192 | aThis Week Magazine. 37.1 30,586 40.7 34,614 
Modern Romances EE, ciahe aise ss Kc maar ook 285.8 120.026 320.4 134, 
CE ite theo das 62.5 26,809 48.9 20,961 | United States News... 169.2 71,077 168.8 = 70,92 
Modern Screen (MM).. 65.3 28,028 51.9 22,262 | ig A alo or SSN Sts ge a 
Motion Picture (F).... 61.7 27,488 =56.1 =—-.24,084 | = Total Group - 2,406.4 1,280,288 2,459.4 1,519,301 
ig | re 33. 14,044 Jor. 8 86. 6 le & gg 
ee ee 37.9 36.3 15,635 *Not included in totals. 
Movie Show .......... 32.5 21.1 14,317 aFour issues 1945; 5 issues 1944, 
Movie Stars Parade... 35.7 15,324 36.1 15,550 *Page size changed since last year. 
movie Btery (F).....-. 62.5 26,824 55.1 23,650 CANADIAN 
eerie 37.9 16,324 36.6 15,795 | —1945-———, 1944 
Parents’ (N. Y. Metro. } Pages Lines Pages Line 
oS) ee a er 95.4 40,917 73.9 31,721 Canadian Home 
Parente’ (Natl) ....:. 87.5 37,532 70.6 30,291 | weUrmel .icis. c 32.2 21,917 32.8 22,274 
Personal Romances .. 31.4 13,550 31.9 13,694 Canadian Homes & 
PRwCOUIae: aca ec swasn 56.1 24,070 49.0 21,027 ee 24.8 16,650 23.0 15,456 
\ PPOMMEMEES ia vicctaaws 51.6 22,239 39.7 17.037 | Chatelaine ........ 35.1 23,862 30.5 20,765 
Radio Mirror (Mac)... 3.5 18,651 38.3 16,408 |} Peliberty .......6.6.. 30.0 12,836 24.0 10,388 
*Real Romance ....... 24.0 10,372 en | Maclean’s (2 issues).. 47.1 32,055 43.6 29,64 
FROME MERGE eicasd vine 24.0 10,372 oes. , er fo SS Saree rere 41.9 28,137 41.1 27,6 
BOPOGR GUNES 2.55085 %5 32.2 21,869 20.7 14,047 | National Home Monthly 22.0 14,706 19.0 p2,71 
Screenland Unit ...... 40.1 17,208 32.9 24,350 4. OW World ...ccccess 15.8 10,710 11.4 7,741 
Screen Romances ..... 60.3 25,883 49.9 21,400 | Revue Moderne, La.... 17.8 12,117 13.5 9,19 
IR 5 64.0 0 3ikay Kwrs.end 22.0 9,749 19.0 8,217 | —_—— — — —_—— 
oo ee 95.1 64,662 cs ‘gain tel Group ..vc seu 266.7 172,990 238.9 155,8t 
True Confessions (F). 61.9 26,570 52.9 22,711 sa 
True Experiences | aFour issues 1945, 5 issues 1944. 
SEE, ald we are bah aie 46.1 19,777 41.7 17,893 | jJanuary Linage. 


Lockheed Aircraft Corporation, |p.m., EWT. Lockheed is reported 
Burbank, after the broadcast of| planning to use magazine adver- 
March 3, will discontinue “The! tising for visual promotion of post- 
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- + You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 


.. . Write or Phone for your production 


one of our Representatives requirements. 
—Let us show you samples of work 
we are doing for successful institutions. 
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FAITHORN CORPORATION 
Ad-Setters - Engravers - Printers 
400 N. Rush St., Chicago 11 » Whi. 2300 PRINTING 


DAY AND NIGHT SERVICE 


| Man Called X,” heard on the full| war products. 
Lockheed Leaves Blue Blue Network, Saturday, 10:30-11|Cone & Belding, Hollywood. 


| 


| 


| 


Bernard to Wiley 
Advertising of J. E. Bern 
Co., New York, freight forv 
and custom house broker, ha 
placed with Walter W. Wile 
vertising, New York. Trade 
lications are being used. 


‘Sylvania Names Adn 


H. G. Kronenwetter, wit! 
vania Electric Products, New 
as assistant advertising mi 
since 1986, has been ap} 
manager of advertising p 
tion for radio products. 
Joins ‘Gourmet’ 

James H. Frankenberry 


jmerly advertising manag 


Gambarelli & Davitto, New 
has joined the staff of Go 
New York, as director of 
lation and advertising pro! 
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Pan-Am Prepares 
Newspaper Drive; 
Will Test Video 


New York, Feb. 14.—Pan Ameri- 
can Airways in March will launch 
qa crive in approximately 50 news- 
papers, using 200-line ads featur- 
ing the names of the 46 countries 
it now services on a commercial 


Ajiso in March, but not tying in 
wit the newspaper campaign, 
Pan-Am will start a quarter-hour 
television series on WNBT, the 
frst airline contract for a spon- 
sored program on NBC’s television 
station. Starting March 19, the 
program, “Wings of Democracy,” 
will feature the educational and 
cultural highlights of countries of 
the world to be available through 
low-cost air transport after the 
war. The first telecast will also 
show one of the smaller postwar 
Clippers Pan American plans to 
use. Agency is J. Walter Thomp- 
son Company. 


Test for “400 Hour’ 
Brings 34,000 Replies 


A deluge of 34,000 letters from 
34 states and Canada was the re- 
sult of a 10-day listener reaction 
poll made by Station WMAQ, Chi- 
cago, for the “400 Hour,” spon- 
sored Mondays through Saturdays, 
7-8 a. m., CWT, by the Chicago 
& Northwestern Railway Com- 
pany. Sampling 8,496, or approxi- 
mately 20% of the mail, it was 
learned that 8,492 listeners are 
ontent with the format of the 
program as it stands. 

The “400 Hour” will celebrate 
ts ninth anniversary, March 15. 
Agency is The Caples Company, 
Chicago. 


Joins J. M. Mathes 


Karl Pittelkow, formerly of 
Campbell- Ewald Company and 
MacManus, John & Adams, De- 
troit, has joined J. M. Mathes, 
Inc. New York, as an account 
representative. 


Boston & Maine 
Steps Up Its 
Baby Relations 


Boston, Feb. 14.—The Boston and 
Maine Railroad, perpetual innova- 
tor among raiiroads, last week 
opened its new babies’ room for 
woman patrons of the railroad and 
their offspring who are in need of 
change of atmosphere, change of 
rations, or just a change. 

There are two cribs, a high 
chair, electric bottle warmer, a 
two-plate electric stove for cook- 
ing feeding formulas, and a regu- 
lation nursery table. Fresh crib 
sheets are available for each visi- 
tor and paper diapers are purchas- 
able for a nickel. Bunnies, pup- 
pies, bears and storks enliven the 
walls. 

Fathers aren’t to be admitted, for 
the babies’ room is set right in the 
middle of the Women’s Room. Of- 
ficials hope the room will be espe- 
cially helpful to service wives. 


Cordiner of G-E 
Named Vice-President 


Ralph J. Cordiner, for the past 
18 months assistant to Charles E. 
Wilson, president of General Elec- 
tric Company, Schenectady, has 
been elected vice-president, and 
will continue with his present gen- 
eral administrative duties. With 
G-E since the early 1920’s, Mr. 
Cordiner has been manager of the 


company’s radio division and of its | 


appliance and merchandise depart- 
ment. 

Mr. Cordiner resigned from G-E 
in August, 1939, to become presi- 
dent of Schick, Inc., Stamford, 
Conn., but left that position in De- 
cember, 1942, to become director 
general of war product scheduling 
and vice-chairman of the WPB. 


Canada Dry Promotes 


C. L. Pafford, with Canada Dry 
Ginger Ale, New York, in charge 
of syrup operations for several 
years, has been promoted to sales 
manager. 


Nationally Represented 
— by — 


ELLY-SMITH CO. 


livered to more than three out of 
every four homes. 


\CHENECT 


|B 


This is a market you can't afford to 
overlook with its industrial payrolls 
now 
week... 
$60.00 to each worker. 
a plum to pick Mister . . 
have to reach for it. 


You'll find the Union-Star's substan- 
tial 
(maintained for ten 
years) your best help. 


$1,700,000.00 a 
. an average of more than 
That's quite 
. but you'll 


running over 


lead in City Zone circulation 
consecutive 
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Edison Marshalll tests the teeth of o tiger he shot in Assam in 1937. His information on thot country hes been valuable to military euthorities. 


Georgia... THE ORIGINAL NEW DEAL 


B EDISON MARSHALL FOTO heavy tougles forged on their ho other gifts to distinguish them from 
Y legs branded, and whippec, fer whirh cugamon folk, must make a cult ef caste, 
servicer ther were forced to pay fers’ ee: @ mask of Bloefness and hau- 

Mr. Marshall, who makes his home both in Augusta and Many jails were privately owned or nti it stops their breathing. James 
™ Po ‘ Pr farmed out” to the highest biride Oevlethorpe, sinmdy known as Colonel, 
Miami, is author of two best-selling novels, “Benjamin Blake These were pest-holes beggaring de was trankly friendly as a blacksmith 


and “Great Smith.” and many articles and short stories ap- rea ae hile Aid Se ee 
pearing in leading magazines. “Benjamin Blake.” a Literary det ; their worth; none condemned 
Guild selection. was produced as a movic under the title. ene: ae aed onda 

“Son of Fury.” starring Tyrone Power and Gene Tierney. 


op Man was sate degree of their 


s went inte them He was one of those men whose first 
acknowledged obligation is to mankind 
not te Get save as the Father af man, 
mot te the king. net to « noble house 
nugh the doctrine of noblesse 
nd invariably these are giants 
o this were large gifts of mind 


¥ great deal better in the 
New World. but the only way poor men 
could get there was as mdentured serv~- 
nts. net thany of whom were neerierd 
‘Thus the stage was set f tk 


trange birth ond amazing early child- 
hood? * 


“ S THE twig it bent, eo inclines 
the tree.” [t would be interesting 
to know: i 


e® entrance 


‘a _ aon = Bg crsce peony og’ sais “a patel tn in, a @ aieeat Engtish gentieman and one of : ae ssa one of the majer figures 
pe k- a gk - the most notable figures ir American 
the England at the time of the founding, ana ree re s whe knew Oglethorpe spoke 
grees + th P rie wii af h ice-deep, male resonant. His 
tw In ¢ He Was not yet cus i was rudely, bis features ex 
th ti — sg ig ea trax rily handsome ‘ 
ta < <sg a 4 ee orm oe —— sion mn the P bt atone FASS, Sees ereemer> had 
; Ow, af o* dress of something like Utopia. Ogle- 
“ee as oy French therse not only bad suck a dream, but 
‘ he feetle PiOorec 3 ecaimiy decided t> make it come true 
kn r place. Fe sar uy at yeasty 1 Moreover, he would give the gift to 
. t wort! : f Georg 
Sekae ir Vermonters come t re 1¢ Royal House af Stewn needed trie ssicinbe 
reveal themselves by saying mothing rmore lenient, the laws grew more savage ty appeared t » be a mew home for those oho. 
year by year pable of a me 
bundredt & gentry ¢ i be 
whi amber. Im faet, he enlisted 
€ yoite comrades, but 


that she conid seareely h 


at they mus chanees with the 

t ta the gallows The folie wing description of bim int @ rest. Every emigrant must be investi- 
< were drawn work ut Lietion is based on careful re gated as to cheracter and  fitness-a 
ntil the agony search woknown 


elective emigration’ 
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‘He lowked (in 1725) to be about forty ree 


individual per- wits Hurned before thre years old. His erountenanee had every tor his Utopia the debatable 
or ty shia ere ee nh any per- * nm ingenious touch) and mark of aristocracy and animation wemn the English Carolinas and 
son's ife. Waa i the personality of the finally beheaded @ sight that beat most evident in his large, brilliant eyes Spanish Ploride. That meant that his 
State of Georgia largely molded by her bear-haiting hollow.” Prisoners were Some men of aristocratic birth having colonists must held the fort ajainst 


FEBRUARY 11, 


from the February I1 issue of 


THE ATLANTA JOURNAL'S 


Wew Sunday Magazine 


Journalism’s strongest reader appeal is the local angle. 

Given good writing, good editing— it’s sure-fire. 
This is the combination that built one of the most in- 
tensive readerships in newspaper history for The 
Journal Sunday Magazine. The new, re-styled edition 
— roto-printed, enlivened with 4-color — makes the 
formula more potent. 

Add to it the force of the South’s largest news- 
paper circulation—249,706 every Sunday. 


Che Atlanta Journal 


Covers Dixie Like the Dew 


1945 $: 
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| sierchandisitic marionette? 


pret? 


e@ Are chain store Managers and District Managers 
mere straw personalities ... push-buttoned by head- 
quarters? Or are they live-wire ‘Decision Men’’ who 
exert powerful influence on individual store opera- 
tions? The head of a great American chain answers: 


‘People who do not understand chain operations 
might assume that store Managers and District Man- 
agers are mere robots whose stores, rents, fixtures, 
merchandise, advertising, window and interior dis- 
plays are determined by somebody else. 


‘But we in the business know that chain store Man- 
agers and District Managers are required to develop 
and exhibit imagination, initiative. and personal 
enterprise. The best chain store Managers possess 
these qualities in high degree. These men constantly 
contribute their ideas and suggestions. The chain 
store system permits and constantly urges sustained 
use of their idea power, suggestions and construc- 
tive criticism.” 

CHAIN STORE AGE has enjoyed twenty years of 
close association with chain store “Decision Men.” 
The distillate of these years of research, surveys, 
maps, charts, training courses, interviewing, report- 
ing and editing are yours to command. Of special 
importance are three Marketing Maps, filled with 
facts, figures and charts on grocery, drug and 
variety chains. Copies are yours for the asking. 


CHAIN STORE AGE 


185 Madison Avenue, New York 16 


@ 12 North Michigan Avenue 


Chicago 11 


GROCERY EXECUTIVES EDITION ADMINISTRATION EDITION 


Pe A eS a rhowieerds that COMP? «+ clamervca 


| for Merchant Marine 


| Officers” 


Droke Predicts 
Direct Mail Boom 


When War Ends 


Chicago, Feb. 14.—Direct mail 
selling will replace use of sales- 
men to a great extent after the 
war, largely because manufactur- 
ers will not be able to meet wage 
expenses that have increased dur- 
|ing the war and will continue in- 
| creasing postwar, Maxwell Droke, 
| Indianapolis, president of Droke 
| House and famed direct mail au- 
| thority, told meeting of the Direct 
Mail Advertising Club here today. 

Wages and salaries will not de- 
cline from present wartime levels, 
although there will be some ad- 
_justments such as elimination of 
bonuses to employes, he pointed 
/out. Hourly wage rates, which 
chiefly determine cost of labor, 
will not drop, because of the prob- 
able increased strength and activ- 
|ity of unions, he said. He added 
that, although little has been heard 
'of late about salesmen’s unions, 
|salesmen labor groups are still 
| functioning and in the postwar pe- 
‘riod ‘will, along with white collar 
;}unions in many industries, in- 
| crease in number and importance. 
| He said that the “position of 
|the personal salesman has been 
|steadily retrogressing since 1929,” 
|and that young men are “not now 
/so much lured by the prospects of 
selling.” The best salesmen will 
in the future receive their com- 
pensation largely in salaries, and 
few will accept straight commis- 
sions, he said. 

He said that in a 
with “the 


recent talk 


| 


head” of Montgomery | 


Ward & Co. he had been told that! 


that mail order house 
/soon as conditions permit to devote 
| part of its catalog to publicizing 


new books. This example in the 


| book field, Mr. Droke asserted, ex- | 


| emplifies how many sales postwar 
will be made by direct mail for 
| the first time. 

| The club inducted the follow- 
|ing new officers at the meeting: 
president, Robert Stone, National 
Research Bureau; Ist vice-presi- 
dent, ‘Scotty’ Moore, Blomgren 
| Brothers; 2nd vice-president Mar- 
nell O’Bryan, Gaw-O’Hara Envel- 
|ope Company; treasurer, Mrs. L. 
R. Vicker, Gillette Publishing Com- 
pany, and secretary, Roy Rylander, 
Rylander Company. 


| Matson Seeks Recruits 


Running currently in 11 west! 
coast newspapers is a Matson Nav- | 
igation Company advertisement | 
aimed at former Merchant Marine | 
officers. Captioned “SOS to Ex-| 
the ad points out that| 
lack of experienced Officers often | 
prevents many ships from sailing, | 
and urges all qualified men to re- | 


| port to Matson, the USES or the | 


Merchant Marine in Washington, | 
D. C. Placed through Arthur Kud- | 
ner, the copy is in line with the}! 
War Advertising Council campaign | 


plugging the Merchant Marine. | 


| Chicagoans Win $10,000 


| prize are Arthur Frederick Adams | 


WGN Design Contest 


Winners in the $10,000 design | 
contest for a studio theater for the | 
postwar “WGN Chicago Theater | 
of the Air” building have been 
announced. Sharing the $5,000 first | 
and William F. Clark, both of | 
Chicago. The two are specialists | 
in design and engineering of thea- | 
ters and buildings. 

Entries received from architects 
throughout the United States and 
from members of the armed forces, 
were judged by Col. R. R. McCor- 
mick, publisher of the Chicago 
Tribune and president of WGN, 
Inc.; Frank P. Schreiber, station 
manager, and Henry Weber, 
WGN ’s director of music. 


NAS Appoints Monk 

Newspaper Advertising Service, 
affiliate of the National Editorial 
Association, has appointed Howard 
H. Monk & Associates, Rockford, 
Ill., as sales promotion and adver- 
tising counsel. The agency will | 
prepare a direct mail program, 
promotional material and a series 
of 12 advertisements for weeklies | 
promoting the home town paper in 
ite 


Om minity 


intends as | 


| 


JANUARY SALES OF CHAIN STORES 


Advertising Age, February 19 


—_———J anuary——_—__—_ 
1945 1944 

Food Chains 
Jewel $ 4,573,299 $ 4,079,506 
Kroger Groc. & Bak. Cc 33,37! 690 32,500 867 
National Tea 7,330,799 6,818,597 
Safeway 47,94| 552 47,751,242 

Group Total '$ 93,217,340 $ 91,150,212 

Mail Order 
eSears, Roebuck $ 74,493 Suz $ 59,740,360 
*+Spiegel 3,128,112 
iMontgomery Ward 45 633,255 35,810,167 

Group Total $120,126,757 $ 95,550,527 

Drug Chains 
aCrown $ 923,295 $ 867,678 
Walgreen . 9,248,241 9,216,143 

Group Total piso $ 10,171,536 $ 10,083,821 

Variety and Miscellaneous 
Bond Stores $ 3,322,430 $ 2,777,353 
Butler Bros. 8,390,7!6 7,800,034 
Consolidated Retail Store | 867,080 1,527,974 
hDiana Stores ....... verre 475 503 387,941 
Fishman, M. H. 349,734 340,557 
fGrant, W. T. 10,749 343 9,476 869 
bGreen, H. L. 4 520,973 4,118,743 
ginterstate Dept. Stores, Inc 2,746,953 2,596 493 
Kresge 14,124,959 13,731,593 
Kress, S. H 9,027,570 8,625,160 
Lane Bryant, Inc 2,905,807 1.996 988 
cLerner 5,712,882 5,030,637 
McCrory 4,735,454 4,176,091 
dMcLellan Stores 2,755,429 2,401,298 
Murphy, G. C. 5,958,622 5,130,702 
Neisner Bros. 2,298,268 2,167,414 
Newberry, J. J. 6,176,296 5,851,511 
Penney, J. C. . 36,315, :2$ 30,264,357 
Western Auto 3,742,000 2,771,000 
Woolworth, F. W. 31,476,258 29,393,761 

Group Total $157,651 ,403 $140,566,476 

Combined Total $381, 167,036 $337,351 036 

*Not included in totals. , 

+No comparison with 1944; only mail order sales reported. 

aFour months: 1945—$4,063,088; 1944—$3,842,875; +5.7. 

bTwelve months: 1944—$68,659,128; 1943—$66,257,242; + 3.6. 

cTwelve months: 1944—$87,258,826; 1943—$75,529,803; +15.4. 

dTwelve months: 1944—$41,075,688;: 1943—$37,665,222: +-9.0. 

eTwelve months: 1944—$1,015,382,935; 1943—$876,038,037: +-15.9. 

fTwelve months: 1944—$175,460,638; 1943—$163,983,317; +-7.0. 

gTwelve months: 1944—$49,90!1 094: 1943—$41 545,295: +3.3. 

hSix months to Jan. 3!, 1945, $3,993,127; Jan., 1944, $3,250,309; +22.8 

iTwelve months: Jan. 31, 1945, $663,519,316; Jan., 1944, $634,268,877; +-4.6. 
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THE 


& 10’s 


OF THE MASSES ... 


These stores handle over 30,000 different items popularly priced. 


from 5c to $5.00 and over, to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic. 

Many of these stores do over a million dollar annual volume. 

In the 5000 odd stores comprising the big 10 group the average 
annual volume per store is over $275.000.00. In this important! 
group of stores alone, which did a volume of $1,341,376,361 in 1945 
The Merchandiser gives you a coverage of nearly 12,000 key people 

A mass distribution market efficiently geared to handle post-wa: 


mass production. 


Don’t overlook this 


POST-WAR PLANS! 


The “Merchandiser” 


Sve HTC ATE STORE 
e ; 


CCA’ SYNDICATE STORE MERCHANDISER 


you! 


¢ 


tremendous market in 


A highly specialized medium cater 
ing exclusively to the 5 & 10 to $1.04 
and up syndicate variety stores. 


Editorially slanted to the problem: 
and interests of the store manager® 
and their assistants, who do the day 
in and day-out ordering of merchan 
dise for this approximately two billio: 
dollar market. 


Total MERCHANDISE-OR 
DERING circulation 16,514 ke» 
people in 8300 stores. 

Largest audited circulation in the fielo 


Magazine of 


33 
1 MARKET 


79 Madison Ave., New York 16, N. Y. 
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advertising Age, February 19, 1945 


Fresh Horse Meat | 
Makes Bid in Los 
Angeles Market 


Los Angeles, Feb. 14.—The head- 
nes mention dogs but the ads| 
urrently featuring inspected horse | 
neat prepared by Victory Packing | 
Company point out that this firm | 
; a “processor of horse meat for 
yman consumption.” 

The fresh horse meat is being 
elivered exclusively in the Los| 
Angeles area until freezing equip- 
ent becomes available, when | 
narketing of the product may be | 
expanded, and Victory Packing | 
laims it is the only concern per- | 
nitted to use the phrase, ‘‘Proces- | 
sr of horse meat for human con- | 
umption.” Quick-frozen horse | 
eat is said to be gaining a con-| 
jderable number of fanciers 
mong the wartime public (AA, 
Jan. 8). 

“Do you keep a separate ice box | 
for your dog?” asks one ad in 
the series, advising pet owners to | 
buy only inspected horse meat if | 
they don’t. A California state vet- | 
erinary inspector is at the plant | 
luring all working hours, “assur- | 
ing compliance with state regula- | 
tions prescribed for the production | 
of meat fit for human consump- | 
tion,” it continues. “Nothing else | 
should be good enough to keep in | 
vour family’s refrigerator!” 

The ad says dealers must show | 
the federal or state inspection | 
samp of whole pieces of horse 
meat—or it isn’t inspected—and | 
that the approved product, which 
; point free, costs only four cents 

re per pound. “Play safe; play 
fair with your pet!” it concludes. 

Bayard & Eccleston, Los An-| 
geles, handles the account. | 


White House Curbs 
Use of FDR in Ads 


New York, Feb. 14.—The White | 
House continues to discourage ‘‘the 
use of the President’s name or 
keness in advertising,” Stephen 
Early, secretary to the President, 
nforms the National Better Busi- 
ness Bureau in response to a query 
actuated by appearance of several 
ecent advertisements showing 

m. 

The White House cannot give | 
permission to anyone for such uses | 
ina “commercial advertisement,” | 
Mr. Early added, “notwithstanding 
the merits or reasons that accom- 
any the request.” This rule has | 
een enforced “throughout every | 
administration,” he said. 

“The only instances where per- 
mission has been given for the use 
f the President’s name or like- 
ness has been in connection with 

impaigns for funds for the ‘March 

f Dimes,’ the National War Fund 
nd the American Red Cross,” he | 
declared, | 


Might be Exceptions 


To a question by NBBB, as to 
iether the President’s likeness, | 
és if appeared on the cover of a| 
magazine, could be used in an ad| 
the magazine, Jonathan} 
els, administrative assistant to | 
the President, said that “there is 
no objection to the use of the| 
rresident’s portrait or likeness on | 
magazine cover, if it is not used | 
’ form of advertising. 
‘Conceivably, there might be} 
re exceptions in specific cases | 
le there exists a clear dis- | 
ielion as to the manner of pres- | 
on or the purpose and spirit | 
usage. Even so, such cases 
{ be considered only on aad 
{ual merits.” 


-— PARDON US| 


Some New Customers 
Are Waiting For You 
'! vour business is in something 
to eat or drink 
or something to wear, or just 
a it anything. Here's a market | 
really responds to the “invita- 
to buy.” For the Negro looks 
Us race press with confidence | 
loyalty. Your advertising in 
- © papers can win the response | 
a regular patronage of this 7 bil- 
dollar market. Get the facts on 
e of the success stories built by 
a ertising in this live field. Drop 
& -tter or post card today to 


ln orstate United Newspapers, Inc. 
% FIFTH AVENUE, NEW YORK 
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Miles to Head IRE Unit Mexicans Prefer Ford Motor Company was rated | Colgate-Palmolive-Peet, 7%; Gen- 


first among American companies eral Motors and Ford, each 3.8%; 


_Dr. Lester F. Miles, technical in general good will. Ford was! Reader’s Digest, 3.7%; G-E, 3.6%, 
director of Maxon, Inc., New York, Ford, Coca-Cola their favorite car, and stood third,| and RCA Victor, 3.5%. 
has been appoirited chairman of | tied with General Motors, for 


the group on advertising of the New York, Feb. 13.—Asked to ality of advertising. > Mexi- 
Institute of Radio Engineers’ in-|name “one or two large corpora- par A “friendliest ioward Ferd, | BSF&D Promotes 

itial gifts committee. In that po-| tions toward which you feel espe-|/then General Motors, General| Brooke, Smith, French & Dor- 
sition, Dr. Miles will be in charge | cially friendly,” 50.2% of Mexicans | Electric, Westinghouse, duPont,|rance, Detroit and New York 
of raising $25,000, “the advertis-|surveyed by Joshua B. Powers, General Tire, Goodrich, RCA Vic- agency, has announced the election 
ing profession’s quota of the $500,-|Inc., New York, named United|tor, Pan American Airways and|of Henry B. Selleck and George J. 


000 total required for the estab-| States companies, Mr. Powers re- | Coca-Cola. Johnson as vice-presidents. Mr. 
lishment of adequate quarters for| ported to the Export Advertising) Coca-Cola’s advertising won the| Selleck joined the staff in 1924, 
the IRE” in aiding radio and elec- | Association here recently. highest rating, 29%, followed by|and Mr. Johnson in 1934. 

tronic engineering and industries, | Some 256 corporations were! 


poe eee | Sees favorably by the Mexi- 
° cans, and 147 unfavorably. In the 
Graham-Paige Elects |latter group only 23.3% were 
R. E. Stone, vice-president of | American. 
Graham-Paige Motors, Detroit,| Ninety per cent of companies 
has been elected secretary, suc-|which Mexicans thought treat 
ceeding A. H. Seiler, who resigned | labor well were American, as were 
to become associated with Joseph |95% of companies which these 
B. Graham, former head of the} people want to be established in 
company. | Mexico. 


Bost ENS 


Special Editions, sections, pages are sold solid 
and soundly on on insured Program. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 


MALLORCA MCVAY 


Mallorca McVay is the ““club-woman”’ type, 
The kind of a dish that is overly ripe. 
She knows all the answers, new things she abhors. 


She's rated as one of the town’s biggest bores. 


There’s nothing she needs for herself or her spouse 
(Since ‘20 they've lived in the same stuccoed house). 
She has no desire to change or to roam; 

Mallorca’s contented right here close to home. 


ISABEL JONES 


Now young Mrs. Jones, the pert lady next door, 

Is anything else but a neighborhood bore. 

With housework and war work she’s busy all day. 
But always she’s cheerful and sunny and gay. 


She keeps herself looking so fresh and so keen 
Because on each page of her pet magazine 

She constantly sees both in words and in pix 
That the girl with good grooming invariably clicks. 


Sumer COOK'S beauty features—Judith Gardner's homemaking 
pages — Jill Warren's “Words of Music” — these are the kind of things that make 
the Hillman Women’s Group magazines click with the young, buying market. 
Readership studies show that these magazines have their largest audience among 
women between 18 and 30—while well over half of all “service” magazine circu- 


“ > 
lation is concentrated among the “over 30's. 


The rich market (median annual family income — $2,805.40) reached by the Hill- 
man Women’s Group is your greenest pasture for peak sales... for it’s dominated 
by young women w ho are forming their brand preferenc es today. Month after month 


Now’s the time for “meterizing a vital, youthful, editorial formula of fact, features and fiction unites these 


What you spend for advertising 


1,400,000 young women into one accessible unit... for you. 


HILLMAN WOMEN’S GROUP 


REAL STORT > MOVIELAND ~ REAL ROMANCES 


7 Bs rainy . 
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available... 
Advertising Executive 


ha 


with postwar planning 


experience YOU can use 


@ Your postwar merchan- 

‘ dising must help consumers buy and 

_ salesmen sell. Your advertising must 
be more factual and convincing than 
ever before. 


4 Top-flight merchandiser can give you 
\ these advantages. Right now formu- 
lating postwor sales and advertising 
4 plans for 600-million-dollar industry. 
@ Eighteen years’ successful experience 
in advertising and sales management, 
public relations, sales promotion and 
training with nationally known firms. 
@ Proved organizer and builder of ad- 
vertising and training departments and 
hard-hitting programs. Practical expe- 
rience in copy, layouts, media, produc- 
tion processes, budgets, markets and 
distribution, etc. © Can personally per- 
form each step in creation of advertising 
or intelligently direct the work of others. 
@ Convincing public speaker. Down-to- 
earth instructor. Authoritative writer on 
business subjects. @ University graduate 
in early forties. Six feet. 180 pounds. 
Pleasing, cooperative personality. ¢ A 
fast-moving, forward-thinking executive 

who can plan your merchandising now 

for results in the postwar period. 


@ DETAILS ON REQUEST. 


ADDRESS: Box 6055, Advertising Age, 


100 E. Ohio Street, Chicago 11, Illinois 


MUST BE 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
D BY THE USES OR OTHER 
AUTHORIZED CHANNELS, 


HELP WANTED 


Advertising Space Representative. 
Excellent opportunity for “go- 
getter” to work midwest territory 
out of Chicago office. Will represent 
two of the leading publications in 
the engineering and construction 
field, for old established firm, in the 
field for past forty years. Starting 
salary $5,000 and expenses, plus 
bonus on commission basis, with 
possibilities up to $15,000. Reply 
giving age, education, experience, 
and reference. 

Box 7127, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personne!l 
209 S. State St., Har. 2063, Chicago 
COPYWRITING—PLANNING 
4-A Agency Central Illinois. Per- 
manent position now open for right 
man or woman. Must be experi- 
enced, Ability to plan complete 
campaigns. General Business Paper 
Advertising experience will be help- 
ful. Excellent opportunity. Write 
giving details and salary expected. 
Box 7135, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
LAYOUT ARTIST for fast-growing 
Omaha Agency. Key position open 
with real future. Must have real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
rest and direct production. If inter- 
ested, tell all in first letter including 
agreeable starting salary. Address 
France - Duff Advertising Agency, 

Omaha, Nebraska. 


HELP WANTED 
ACCOUNT EXECUTIVE for Agency, 
good central location N. Y. City (Es- 
tablished 1923) small, full recogni- 
tion well financed, offers opportun- 
ity free lance man who knows ad- 
vertising and has good contacts. Re- 
plies held in strictest confidence. 

Box 7136, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Assistant Advertising Manager— 
Chicago manufacturer in war work 
with established postwar national 
markets—industrial and consumer. 
Basic experience in copy, production, 
sales promotion, direct mail, mer- 
chandising. Splendid opportunity for 
rapid advancement in fast-growing 
organization. Write in full stating 
experience, salary. 

Box 7137, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SALES EXECUTIVE 
Sales Executive wanted to direct and 
promote sales to Beverage Industry. 
Man with wide experience in this 
field and knowledge of printing pre- 
ree All correspondence confiden- 
al. 

Box 7141, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ASSISTANT ADVERTISING 
MANAGER 
A leading, fast moving electrical 
manufacturer located in Chicago 
offers an exceptional opportunity to 
the right man. Should have some 
copy, layout and production experi- 


ence. Write fully and state salary 
desired. Confidential. 
Box 7143, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, II. 


HELP WANTED — 


BOOT. Tes wee eign ssinees $12,000 
CIRC. MGR. mag.......--++e. 10,000 
SALES MGR. in charge of 

A a Rear 10,000 
Be MONOD ccc ce sce veeses 10,000 
BP e es Mates THEIO. cei cccscese 8,500 
MERCHANDISING AGENCY, 

CE MGs 564 thease denne s 6 pen 
PY) Bo a CO eee 8,500 
4 DIST. SALES MGRS........ Open 
RESEARCH DIR., agency.... 7,500 
ACCT. EXEC., indus.......... Open 
RADIO COM’L MGR.......... 6,500 
ADV. PREMIUMS, agency.... 6,000 
COPY CHIEF, indus.......... Open 
SALES PROM,., mag........-- 5,500 
SALES PROM.,., mfg’r........-- 3,600 
Pc A See ree 5,000 

COPYWRITER 
Agencies, Advtrs............ to 20,000 


FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
CHICAGO 


310 S. MICHIGAN 
20 YRS. ADV. EXPERIENCE 


Industrial Advertising Assistant for 
creative work in large department 
of nationally known diversified 
manufacturer in essential industry. 
Ability to write, spark ideas along 
with some merchandising experi- 
ence. Ability to get along with others 
in department is important. In ap- 
plying, give experience, include a 
few samples of work and recent 
snapshot or photo. All replies will 
be held in confidence and material 
returned. 


Catalog Compiler—Another opening 
in same department for middle aged 
man for steady job at moderate pay 
but with security and pleasant 
working conditions to specialize on 
catalog pages and price schedules. 
Man must be thoroughly experienced 
in catalog work. Send samples of 
work and recent photo. All replies 
held in strict confidence. 


Above positions are with one of the 

country’s outstanding companies lo- 

cated in the mid-west. Company has 

bonus plan, insurance and pension 

ylan. 

Box 7144, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Ratings can multiply too! 


“Due to circumstances beyond our control, this will be the 
last installment in ‘The Story of Peter Rabbit’, brought 


‘ 


to you by WBBM, Chicago's showmanship station.. .” 


the second 


—_— wn Ser mR Nae oe 


COLUMBIA OWNED 
50,000 WATTS « 


Why do programs produced 
by WBBM rate higher than 
the average for 50-kilowatt 
Chicago stations? The answer 
—WBBM showmanship. 

@ Take news, for example: 

C. E. Hooper rates WBBM 


daytime news higher than 


station’s day and 


night local news combined.” 
e The reason—WBBM 
showmanship that requires 
dispatches to be rewritten 
and analyzed expressly for 
midwest tastes. Complete? 
Accurate? Of course. And 


preferred, too! 


* We averaged al! Hoopers as for back as May July 1943. 


Bee i 


780 ke 


® 
Represented by Radio Sales, the 
s SPOT Broadcasting Division of CBS 


Advertising Age, February 19, 


ee 


HELP WANTED 
ART DIRECTOR 
For Chicago Publisher. Excep! al 
opportunity for top-notch exec ve 
man or woman with advert). |; 
agency or national magazine ex) .p; 
ence. Create ideas, make lay 
design lettering; 90% of pure! 
are fine full color paintings 
leading illustrators, Please stat; 
exp. and salary. Interview wi 
arranged in your city. 

Box 7145, ADVERTISING A‘ 

100 E. Ohio St., Chicago 11, 


WANTED 


Account Executive 


Assistant Account Executive 
and 


Production Manager 


1. Account Executive and Assistont 
Account Executive must be creative 
men with ideas and good copy- 
writers and have personulity to 
contact clients. Petroleum Market- 
ing experience would be helpful. 


I 


2. Production Manager with agency 
experience to train as a replace- 
ment to one of our production 
managers who is retiring after 20 
years of service. 


Would prefer college training. Glad 
to consider honorably discharged serv- 
ice men. 


Please make application complete in 
first letter giving education, religion, 
experience, age, salary bracket, pho- 
tograph and samples. No interviews 
granted until after application letter 
has been received. Replies held strict- 
ly confidential. 


THE 
GRISWOLD-ESHLEMAN 
COMPANY 
Advertising Agency 


Terminal Tower, Cleveland 13, Ohio 


Are You 
This Copywriter? 


We need an experienced, ver- 


satile man who can write copy 
that will sell goods — who 
knows merchandising and sales 
promotion — who can _ service 
national accounts and help de- 
velop them. 

This 20-year successful—and 
fast-growing—Chicago agency 
is plenty busy now but prepar- 
ing for even greater things af- 
ter the war. This is a “ground 
floor” opportunity for the right 
copy man. $7,500 salary to | 
start—more money quickly if 
he proves himself. Our staff 
knows of this ad. Write 
confidence. 

Box 6065, Advertising Ax 

100 E. Ohio St., 
Chicago 11, IIL. 


in 


— 
a 


Outstanding Opportunity 
for Permanent Position 
in Chicago! 


For a Copy-Sales Promotion wr ‘er 
familiar with consumer durable goods 
copy for large manufacturer of %2- 
tionally distributed appliances 

now in 100% war work. Will | 
directly to key position in departr: «nt 
staffed by 40 people in postwar >r 
ganization. Write giving backgro. 4 
experience in producing book's 
mailing pieces and dealer litera! ’¢ 
The people you'll work with | ow 
about this advertisement. 


Box 6067, ADVERTISING AG 
100 E. Ohio St., Chicago II, 


BUSINESS PAPER 
ADVERTISING EXECUTIVE 


s available for publisher desiring 
to take full responsibility for adve 
department. Successful selling 


Box 6066, Advertising Age 
330 W. 42nd St., New York 18, N 
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re tor good business publication. 


Bace & factory. J. C. Landen, 437 


sdvertising Age, February 19, 1945 


POSITIONS WANTED _ 


. dvertising Space Salesman 

experienced, with wide ac- 
‘jntanee among advertisers and 
epeies in Eastern territory avail- 


10.( -00 salary or salary and com- 


is "'0138, ADVERTISING AGE 
) 42nd St., New York 18, N. m 


HIt 4GO_ INDUSTRIAL 
ADVERTISING MANAGERS 

¢ yon are looking for a young as- 
‘cjant With sound basic experience 
copy, layout, production and edit- 
1 house and sales organ, may 
“near from you. Age 26, 4F. 
‘Bi Bie ADV ERTISING AGE 

10 . Ohio St., Chicago 11, Ill. 
enso! a “Editor and Writer: experi- 
sed in merchandising trade papers 
tnd ouse organs. Knowledge of 
romotion and publicity. $5,200. 

“Box 7142, ADVERTISING AGE 
 W. 42nd St., New York 18, _N, mm ¢ 


PACE SAL ESMAN—executive, over 
irs’ continuous experience 
-opolitan dailies and national 

ry ines. Top sales record. Desire 
ent publications Chicago. 

0 x 7139, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


oMPE TENT SECRETARY, literary 
spirant seeks position editorial 

told. $40-$45. 

“hicagzo Ran. 6477 
dvertising Sales Promotional. Ex- 
rienced. 46. General knowledge 


Pp 


th St., SE., W ashington, 7h ey 


dvertising Agencies: Need art 
rk Perhaps I can help you. 
lich class lettering, layout, ete. 
‘rite for descriptive folder. Allan 
x. Jensen, 4 Audubon 1, Iowa. 


| family y man—46—1A in the draft 
ith 20 years’ broad newspaper press 
ssociation and public relations exp., 
ants an offer from a firm with 
ood postwar opportunities. | 
Box 7146, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ml. 


“1 WRITER & sales promotion 1 man 

ailable in Chicago free lance to 
repare strong ad campaigns, broad- 
ides, booklets, catalogs, sales pres- 
ntations, letters, etc. Good idea man, 
Has art facilities. 

Box 7147, ADVERTISING AGE 
100 E Ohio_ St.. Chicago 11, Il. 


MISCEL LANEOUS 


ead AIM... . the illustrated 
nthly magazine for all those in- 
rested in Industrial Physical Fit- 
ess. Covers all phases sports, recre- 
tion, promotion, management. Spe- 
| offer 7 issues $1.00 plus free 34 
age Personal’ Physical Fitness 
lide. Write AIM Magazine, Clin- 
on, South Carolina, 


wo American Home 
\ifiliates Merge 
Harmon Color Works, Haledon, 
J..and Marietta Dyestuffs Com- 
any, Marietta, O., wholly-owned 
merican Home Products affiliates, 
ave merged to form Marietta- 
armon Chemicals, Inc. George 
LaVallee and Victor J. Chart- 
and will be chairman of the board 
nd president, respectively, of the 
ew company. 
Harmon, acquired by American 
ome in 1942, produced organic 
lors for the automobile and farm 
rachinery industries before the 
far and now is manufacturing 
jar products. Marietta, former 
roducer of acid colors and inter- 
lediates for the dye industry, now 
roduces chemicals and dyes for 
e armed services. Marietta was 
quired by American Home 
roducts in 1944. 


ssociated Expands 


Associated Electronics Corpora- 
On, New York, consulting engi- 
er, has established an industrial 
vertising department to assist 
encies and manufacturers in 
eparing technical advertising 
terial. The department special- 
€s in industrial catalogs, instruc- 
on books, technical manuals, 
rhnical sales brochures and 
r-all industrial campaigns. 


ortune’ Moves 


‘ew York executive, editorial 

ertising offices of Fortune 

€ seen moved from Time & 

b ilding to the Empire State 
350 Fifth Ave. 


Gillespie Buys WSRR 


Kingsley Gillespie, publisher of 
the Advocate, Stamford, Conn., 
has purchased majority interest in 
WSRR, Stamford, for an estimated 
$161,000, subject to FCC approval. 
Mr. Gillespie will control the sta- 
tion, under the contract, while the 
newspaper will have minority in- 
terest. WSRR, formerly owned by 
Stephen R. Rintoul, operates on 
1400 ke, 250 watts. 


Watts, Payne Promotes 


Leslie S. Hauger, account execu- 
tive of Watts, Payne-Advertising, 
Tulsa, has been elected a vice- 
president. E. V. Willey, formerly 
with the News-Tribune, Miami, 
Okla., has joined the agency as 
account executive and Margaret 
Broome, recently with Wilson 


|Crook Advertising Agency, Dallas, 
|has joined the copy staff. 


Kenro Forms Sales Unit 


Kenro Products, New York, sub- 
sidiary of the Marlin Firearms 
Company, New Haven, has estab- 
lished its own sales organization 
on the eastern seaboard covering 
seven states from Virginia to Flor- 
ida. Kenro will supervise sales 
and distribution in this territory 
of Marlin razor blades and shave 
cream, as well as Don Juan cos- 
metics. 


Joins Foster Agencies 

J. C. Nicholls, formerly adver- 
tising manager of Henry Morgan 
& Co., Montreal department store, 
has joined the new Montreal 
office of Harry E. Foster Agencies 
in an executive capacity. 
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EXPORT COPYWRITER 
WANTED 


COPYWRITER, under 35, creative, self-starting, expe- 
rienced writer with export background or desire to 
acquire it. College education. Enough knowledge of 
Spanish to work easily with translators. Fine oppor- 
tunity in expanding department. Mail outline of edu- 
cation, experience, etc. before requesting interview. 
Address 
PRESIDENT 
MORSE INTERNATIONAL INC. 
122 EAST 42ND ST., NEW YORK, N. Y. 


of Mike 


From China, Cleveland’s 
tion”’ brings to Ohio families news of 
‘ry week, the station 
features from Chungking broadcasts 


their boys. 


Peng, who interviews our 
boys in the ancient, celestial empire. 


An “ice-cream bender” back in the old 
home town was planned in France by 
Major Don A. Pomeroy, Jr., command 
pilot of the 8th Air Force, and WGAR’s 
War Correspondent Dave Baylor, 
scheduled for “if and when we get 
back”. They did. Pomeroy is one of 
the many Cleveland lads whose voices 
have “come home” over WGAR’s war 
programs, direct from the battle fronts. 


At Crile Hospital, wounded Ohio 
service men originate pro- 
grams over WGAR every 
week, programs that take 
familiar voices back to home 
firesides. 
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Farm Linage 
Up Considerably 
During February 


Chicago, Feb. 15. — February 
farm magazines continued to chalk 
up gains over last year, the ApvER- 
TISING AGE tabulation shows. Their 
1945 linage totalled 323,379 lines, 
an increase of 9.1% over the 296,- 


READERSHIP 


All articies in Agricultural Leaders’ Digest 
are contributed and signed by men and 
women leaders in Agriculture and Home 
Economics. Thru such exchange of experi- 
ences these field leaders can better serve 
and advise 60,000,000 farm people on 
newest methods and equipment for improve- 
ment of farms and farm homes. To sell your 
products to farm people it's more economical 
to first sell the farm leaders on the advan- 
tages of your product. 


AGRICULTURAL 
LEADERS’ DIGEST 


139 N. Clark St., Chicago 2 


459 lines carried in February last 
year. 


February issues of monthly farm | 


papers also showed an increase, 


from 359,252 lines in 1944 to 377,- | 
824 lines this year, a gain of 5.2%, | 


monthlies whose 
are now being reported 
carried 24,340 lines this year 
against 17,815 last year, an in- 
crease of 36.6%. 

Semi-monthlies reporting 
January carried 10.6% more lin- 
age than last year, January bi- 
weeklies were up 9.6%, January 
weeklies gained 41.2%, and Jan- 
uary dailies showed an increase 
of 6.1%. 

Canadian farm publications 
showed a 28.9% increase in Feb- 
ruary, compared with the same 
month last year. 


Printers Get 5°/, Raise 


Approximately 2,100 employes 
;of commercial printing plants in 
ithe St. Louis area will receive a 
5% boost in wages retroactive to 
Jan. 1, 1944, following a War La- 
bor Board decision in a wage 
dispute pending for more than a 
year. Members of five printing 
trade unions will benefit. 


while 
figures 


for 


YOU MAY BE ABLE T0 “TUG OF 
WAR” FOR TWO HRS. 41 MINS.*—: 


BU T~you can’t PULL 
“QUTSIDE” PROGRAMS INTO 
WESTERN MICHIGAN! 


Blocking any such efforts 


present, though not visible 


is something that’s always 
a wall not raised by 


human hands. Fading. Even 50,000-watt stations in 
nearby Chicago or Detroit might almost as well be 


in Bombay, for all the 
here. 


regular listeners they get 


So if you want the rich Western Michigan market. 


“inside-the-wall” stations are definitely 


indicated. 


In that case, use the best-programmed station. to 


get the largest audience. 


In Kalamazoo, Battle Creek and Greater Western 


Michigan, that station is 


WKZO, serving eighteen 


counties with a daytime population of 630,762 peo- 
ple. In Grand Rapids and Kent County, it’s WJEF. 
serving a quarter-million people with the most 
favorable frequency in the market (1230KC). Both 
WKZO and WJEF are CBS. Both are programmed 


for their speciite areas. 


Both are owned by the 


Fetzer Broadcasting Co., and are sold in combina- 
tion at a bargain rate per thousand radio homes. 
Together they offer complete coverage of Western 
Michigan. 
Let us send you the whole story 
& Peters! 


or just ask Free 


os 
-FoR GRAND RAP 
age KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 


Free & Peters, Inc., Exclusive National Representatives 


January | 


| 
| 


| 


FEBRUARY 
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ADVERTISING LINAGE IN FARM PUBLICATIONS 


oe : 


Commercial Con 
Display bD 
Excluding Ex 
Poultry, Po 
Livestock L 
Total Advertising ——, and Classified Total Advertising and ¢ 
~ 1945—— -1944—— 1945 1944 1946 — 1944 1945 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines 
FARM MAGAZINES Indiana Farmer's 
Guide 24.6 1 21.9 17,169 14,65 
Capper’s Farmer 43.1 29,326 40.6 27,590 27,475 25,867 Sandie Farmet 29.8 2 6.1 19,861 18,711 
——? ee 65.8 44,772 68.3 46,469 40,949 42,860 Michigan Farme: 33.6 2 30.7 23,607 25,169 104 
rarm Journal & Missouri Farmer 5.2 4,080 2,79 7 
ee ee iL.T 30,756 65.4 28,045 28,796 (25,920 | Missouri Ruralist 28 $18,443 18,13 
Progressive Farmet Montana Farmet 1.0 20,771 = 20,22 

ee Va ? ee? eee Nebraska Farmer 52.2 39,446 30,197 4,219 

: Edition , a ‘5.8 33,322 39.8 28,947 0,645 26,3814 New England 

ag Pore -Fla. aca a eae “id Homestead 42.2 29,521 37.1 25,990 24,56 

eaition sini 0. es ee 38 =6, 20% Ohio Farmer i8 9,424 15.9 27,561 28,86 
~ hry ee 45.9 425 39.0 28,419 0,991 26,126 Oregon Farmer 98.9 °21°317 29 § 17.218 20 00 
AJLISS sa. AT a | ee Spee ro 

Edition ; 45.0 32,731 27,450 0,266 | a - , - 4 9 

Poieescipel Seat! eee - ae hee dpb Nip gore Baveiinm .....s 10.7 11,620 12.5 13,650 11,620 

sas. Baten ibis $4.9 oa (3 rth pa ke seco Pennsylvania Farmer 41.0 31,472 6.8 28,295 30,69 14 

*In all : Editions 410.3 29,374 24,342 2% 080 / Utah Farmer 24.6 18,649 17.4 13,188 13,625 v6 
; Av'ge 5 maitiete 45.5 . 33,173 28,558 0,630 | Wallaces’ Farmer & 

Southern Agricul 82.1 one , iss de } lowa Homestead 18.9 38,300 47.3 37,114 30,524 § 

turist teeeeeee 82 22,436 31.3 21,897 20,176 20,6 Washington Farmer 28.6 21,618 24.1 18,254 20,265 
Successful Farming. 67.2 0,223 66.0 29,663 27,201 26.826 Western Livestock 

* ‘ “ne : 36,995 $ 37,977 0,465 f 

Total Group 507.8 32 9 467.8 296,459 298,34 1,80 b tadashnars ; , as vackape me ae 

. r 5 lai a oman ts “ore dad P ae Be Wisconsin Agricul- 

FARM PAPERS See Rey ee 7.1 29,113 32.5 25,470 26,360 ” 

y lies s : . PR 7 MF 
Mri tee eee Total Group .....748.8 546,852 678.5 494,564 462,466 7 
ers’ Digest 26.0 ove rf a0 09" Lag Bi-Weeklies—January 

: “a ape ee . ine = =e gai American Agricul 

American Fruit és : = 

te a 9o 5 9.696 21.5 q 999 9.410 8.997 Caras a eaees.a 2 29.8 21,720 23.6 17,168 18,998 158 
sniarionn Poultry. iia ee =: " a "1 California Cultivator 30.9 23,398 31.1 23,484 19,818 6] 
F lournal : §$Dairyman’s League 

. . ° y owe . ® £27 ° 9 " 

Eastern Edition.. 64.0 27,437 27,114 12,688 12.658 OWS oss veeess > +4 A 1 

Central Edition.. 63.2 23,058 22,422 11,596 10,492 | Prairie Farmer. 46.4 34,793 45.6 33,211 27,541 

Western Edition. 42.8 8,345 : 16,492 11,056 9,310 os , : - wx Pra 

ein aff Editions 37.1 910 330) «14.158 10.396 8941 rota] HOUR 6 cc 11 $4,448 104.7 17,070 69,206 f 
Sitta® Marcion Weeklies—January 

~ Methods ........ 21.2 4,461 15.5 8,247 ©6446 3,247 tCapper’s Weekly ».7 12,814 3.9 = 8,665 = 6,962 
Better Fruit ...... 15.4 6,461 16.5 6,920 6,461 6,920 aWeekly Kansas ate 8608 29.06 
Breeder's Gazette... 24.5 11,010 18.9 8,483 9,080 6,903 City Star .....-. 16.2 818 11.6 28,605 29,068 84 
‘alifornia Citrograph 18.5 12,482 14.5 9,744 12,432 9,744 ra , ' 9699 JR 37.97 \. 
Carolina Co-operator 2.9 1.198 » 7 1112 983 983 cota Group , 1.9 62,6382 16.6 7,270 36,030 i4 
‘attleman, The 71.2 29,879 88.9 37,316 14,143 17,318 nan 

Eiectricity on the Chicago Daily Drov- 

Sey eae 14.5 176 7.1 2,528 »,176 2,529 | ,°ts Journal $1.7 SOGRT 26.7 6,787 = SEOTS a4 
Farm and Ranch... 31.1 23,561 29.9 22.614 19.319 18.169 | ansasCity Daily oe * 
Farmer-Stockman.. 22.9 17,310 27.9 21,100 17,310 21,100 : ag “hag tony $4.0 72,274 38.3 65,621 48,847 39,199 
Florida Grower.... 15.9 10,840 7.2 916 0,276 576 | ges, eo calle -- . an ° o 
iP entusike howled : 4,916 10,276 4,576 nal-Stockman . 37.7 80,161 36.6 77,867 67,880 49,89 

; , : “ : St. Louis Daily Live 
| Home Journal ... 16.0 12,507 16.5 12,894 11,104 11,401 a > or ro 9 . 9 mt 
| Michigan Farm News 1.6 248 1.8 3,724 3,152 3,634 a aperees ane ee See Rees Sone eee 
| National Live st ‘ sa . : > Se cae a tas 

lit Stock ar aaa a" mae g.16 15 Total Group 124.4 264,692 124.7 249,625 183,062 160,065 

. . »0 i,m jue 1) 4 ) , vu ) uv 
New Jersey Farm aie ’ 
and Garden . 89.8 17.716 5.7 16.04¢ 14.568 14,244 *Not included in totals. 
| Ohiguiteaem Boreas ia ‘Page size changed since last year. 
tt > Urea 17.2 7,752 14.2 6,396 7,450 6,096 a, Seeee Seen eee See. 
Poultry Tribune: % ong siete si ae a &Three issues 1945; issues 1944, 

Eastern Edition... 78.5 992 74.0 31,773 16,470 15,123 Barre wanen 1845; 4 lawton 1844. 

Central Edition... 68.9 546 63.1 27,109 16,081 13,769 CANADIAN 

Western Edition.. 56.3 35 2.4 22.476 14,537 12,531 | aCanadian Country- 

Pacific Edition... 53.5 96 >} 23,840 14,321 13,246 man ‘ eta . 21.6 15,065 21.9 15,321 11,14 11,1 

*In all 4 Editions 47.8 20,546 18,509 13,610 11,600 | Country Guide, The 27.5 19,870 4.5 17,549 19,870 16,804 
Southern Farmer .. 5.2 4,199 4,247 4,199 4,247 | taFamily Herald & i 
Southern Planter... 31.9 22,357 33,79 20,228 17,302 Weekly Star: 

} _ - ; —- | Eastern Edition... 63.7 63,720 45.2 45,209 38,749 28,4 

a jean ey a 817.6 377,824 767.3 359,252 266,548 243,742 | Western Edition 51.6 651,626 6.5 36.559 35,333 26,31 

Monthlies—January Farm & Ranch 
Arkansas Farmer... 12.5 9,420 8.4 6,330 9,420 6,330 BROVIGW oc cccue : 17.9 12,906 16.4 11,809 11,884 10,9 

|} ldaho Granger .... 8.1 8,795 6.4 6,937 8,795 6,937 aFarmer’s Advocate ree ; 
Nation's Agriculture 13.6 6,125 10.1 4,548 6,125 4,548 & Home Magazine 26.4 18,482 19,100 13,886 15,08 
Total G 4 a | Farmer's Magazine. 27.1 18,935 16,171 17.053 14,04 
otal Group...... 34.2 24,340 24.9 17,815 24,340 17,815 Free Press Prairie 
Semi-Monthly—January WOPMOr 2. ficcicss 86.3 94.886 58.9 64,735 47,703 31,045 
*¢ en — + rain aWestern Producer. 15.8 16,863 14.8 15,838 097. 37 

News see saab 3.6 ri 3.2 14,308 14,714 14,308 - =) Ae 
Dakota Farmer ceee 30.5 23 58: 29.7 22,965 23,581 22,965 | Total Group 337.8 812,853 268.6 242,291 209,747 1 
Farmer, The ssee 47.2 3 45.0 35,294 29,514 27,621 | 
Hoard’s Dairyman. 37.8 26,782 35.8 26,046 23.688 22,376 aJanuary linage 
Idaho Farmer ..... 28.5 21,547 22.6 17,106 20,068 16,057 | ‘Five issues 1945; 4 issues 1944 
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Bonds Total 42 Billion; | 
One-Third from Payrolls 


The government has raised $177 
billion through its war financing 
program from May 1, 1941 to Jan. | 
1, 1945, of which $42 billion has | 
been supplied through war bond | 
purchases of 85,000,000 individuals, 
Ted R. Gamble, assistant to Secre- 


tary of the Treasury and national 
director of Treasury’s war finance 


| division, told a meeting of execu- 


tives of 44 companies meeting re- 
cently in New York. 

Of the $42 billion, approxi- 
mately one-third was subscribed | 
through the payroll savings plan, | 
with $530 million received monthly | 
through the payroll savings of 27,- 


| for okays. It couldn’t be altered 
brushing, nor could it be readily 


i ae 
platemaker as artcopy instead of 


qualities fine artcopy must have. 
to $100. Write! 


Special Color Print 
Revolutionizes 


| Kodachrome formerly presented a number of production diffi- 
culties: — It was well-nigh impossible to visualize just how a 
| transparency would reproduce, so it was difficult to sell, to display 


| 
| Now, these problems are completely overcome by our Chromart 
made from your Kodachrome. . 


This superb color print is made by our special process that retains 
virtually the entire tonal range of Kodachrome Film! And 7 years 
| experience in catering to platemakers has taught us exactly what 


PHOTOCHROME 


837 North Fairfax Avenue 


Platemaking _ 


for last-minute changes by air- 
fitted into complicated artwork. 


. which you give your 
the Kodachrome. 


Chromarts are priced from $44 


Hollywood 46, Cal. 


| 000,000 employes in the nation. M: 
|Gamble revealed that the national 
|average for payroll savings cur- 
|rently stands at 7.9% of the gros 
| payroll. 


Seeks License of Outdoor 
A bill seeking to license a! 
regulate billboards outside citie 
and towns in Iowa has been in- 
troduced into the lower house of 
the Iowa legislature by Rep. Lloyd 
A. Meyers, of Sabula, and fou 
other representatives. State firms 
engaged in the outdoor advertis 
business would be required to ob- 


tain a license costing $100 whil 
non-resident or foreign companies 
would be required to deposit 


$1,000 bond. 


Vitafilm Developed 


Goodyear Tire & Rubber (om- 
pany, Akron, has developed a né 
lightweight, waterproof ma'®! 
adaptable for food bags, bow 
ers, umbrellas, raincoats and s!m- 
ilar products. The new produ 
named Vitafilm, can also be ve 
into fabrics. Production 


present limited and the « 
principally is used for wat 
poses. 


Heads Erie Paper 


William J. Virtue has bee 
pointed executive vice - pre: Jeé! 
of the Record Publishing n 
pany, publisher of the Disp. tcl 
Herald, Erie, Pa. Co-incid 
Austin J. White, former 
editor, was named editor-in 
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9 Agencies in 
(5.10 Million 
Billing Class 


(Continued from Page 2) 


corn muffin mix and other new 
roa icts. 

Needham, Louis & Brorby, Chi- 
cago and Hollywood, did not quite 
make the $5,000,000-mark in 1944, 
hut expects to reach it this year. 
Among its dozen accounts are S. C. 
Johnson (Johnson’s Wax), and 
substantial parts of Kraft’ Cheese 
Company, Phenix Food Sales Cor- 
poration and Swift & Co. 

' Despite the loss of Bristol-Myers 
business to the new agency of 
Doherty, Clifford & Shenfield, 
Pedlar & Ryan, New York, said 
that its billings last year were only 
slightly less than in 1943. The 
addition of Ironized Yeast of the 
Centaur Company and of New 
Haven Railroad were compensating 
factors, but the agency’s part of 
Procter & Gamble (Camay, etc.) 
represented the biggest single 
chunk of a volume estimated at 
about $6,000,000. 

The L. W. Ramsey Company, 
Chicago and Davenport, billed be- 
tween $5,000,000 and $6,000,000 in 
1944, or about 15% more than in 
1943. Precise figures are not avail- 
able because the Davenport com- 
pany closes its fiscal year June 1. 
Among the agency’s large accounts 
re Berghoff Brewing, F. W. Fitch, 
and National Oats Company. 


Roche, Williams at $7,000,000 


Roche, Williams & Cleary, Chi- 
cago, New York and Philadelphia, 
held steadily in the middle of the 
bracket, with $7,162,000 in 1943 
and $7,268,000 in 1944. Of 27 ac- 
counts, Lewis-Howe Company, 
Studebaker and Sun Oil were 
leaders. 

Increased appropriations and 
new products of its three accounts 
combined to expand billing of 
Sherman & Marquette, Chicago 
nd New York, from $4,300,000 
to $5,200,000. The three are part of 
Colgate-Palmolive-Peet and of 
Quaker Oats Company, and the 
Dr. W. B. Caldwell division of 
Sterling Drug, Inc. 

Of 10 accounts, Miles Labora- 
tories apparently had most to do 
vith the fact that billings of Wade 
\dvertising Agency, Chicago, were 
$6,400,000 in 1944, an $800,000 gain 
from 1943. 


Serves 70 Accounts 


On the other hand, Walker & 
Downing, Pittsburgh, reported $6,- 
200,000 billings for 1944—“slightly 
higher” than in 1943—from about 
70 general and industrial accounts. 
Among the former are Clark Bros. 
Chewing Gum, Duquesne Brewing 
and Mail Pouch Tobacco. 

Despite the loss of Sloan’s Lini- 
ment, Warwick & Legler, New 
York and Hollywood, expanded 
from less than $6,000,000 in 1943 
lo about $7,000,000 in 1944. The 
largest account was Pabst beer, 
vith about $2,500,000. Due to the 
‘act that Seagram’s Kessler sub- 
idiary was quiet, W&L’s total 
Stagram business was down some- 

hat to about $2,000,000. On the 
ther hand, Tangee beauty prep- 
rations increased during the year 
om about $350,000 to about 
51,000,000. Chelsea cigaret also 

a more active. Sherwin-Wil- 
lan “Metropolitan Auditions” 
ntinued to provide substantial 


iS, 
ombined, the New York and 
go office of Weiss & Geller, | 


plants in TORONTO - MONTREAL - WINNIPEG 


which are operated as separate en- 
terprises, are reported just below 
the $5,000,000 mark for last year, 
with the New York office at or 
near $3,000,000, and the Chicago 
office at about $2,000,000. 


Others Near Mark 


MacManus, John & Adams of 
Detroit, whose billings exceeded 
$5,000,000 the last prewar year, 
billed “fa shade under $5,000,000” 
in 1944, according to W. A. P. 
John, president, who points out 
that several of its 10 accounts, 
such as Cadillac, Pontiac and 
Champion Spark Plug Company, 
“were the ones that took the rap 
when war began.” 

Although not up to $5,000,000 
last year, some other agencies are 
moving steadily toward it. Hix- 
son-O’Donnell, New York and Los 
Angeles, for example, billed about 


Sinclair Oil, may expect to expand 
postwar. Hutchins Advertising 
Company did not make the $5,000,- 
000 mark in 1944, but the return 
of Philco probably will push bill- 
ings ahead this year. 

Ivey & Ellington moved up from 
$3,000,000 to about $4,250,000. Its 
biggest accounts last year were 
Anaconda Copper and_ affiliates, 
$800,000; part of McKesson & Rob- 
bins, $750,000; Bayuk cigars, 
$500,000. Neal D. Ivey recently 
left to form his own agency in 
Philadelphia, and is expected to 
take with him Bayuk, Philadel- 
phia Transportation Company, and 
Corn Exchange Bank of Philadel- 
phia. The year-end addition of 
Sweets Company of America, 
however, is expected to help main- 
tain the I&E upward trend. 


Predominantly in Vick Chem- 
ical and subsidiaries, Morse In- 


$1,000,000 to a total of $4,000,000 
in 1944. 

On the other hand, certain agen- 
cies, such as_ Blaine-Thompson 
Company, New York, may hit their 
prewar peaks again. Blaine- 
Thompson last year billed about 
$3,000,000, but in its 44-year-his- 
tory has gone beyond the $5,000,- 
000 mark. Its current billings 
are predominantly theatrical—the 
largest account being Warner Bros. 
Pictures. 

Although Doremus & Co. billed 
up to $11,000,000 a year in the 
booming ’20s, it did not quite make 
the $5,000,000 mark in 1944. The 
Doremus business, however, has 
been expanding steadily for the 


57 


past four years. The agency has 
45 general and 200 financial ac- 
counts. 


Plan Plastic Paper 


Publication is scheduled for 
April 1 of Industrial Plastics, new 
monthly trade journal of George 
J. Huebner, publisher of Tool & 
Die Journal, Cleveland. Industrial 
Plastics will deal specifically with 
the design and construction of 
molds and tools and their use in 
the manufacture of industrial plas- 
tics and rubber products. Adver- 
tising space reservations are now 
being accepted and a rate card 
will be issued shortly. 


ADVERTISING 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. mercHanoisine 


200 BAY STREET. - TORONTO 


$2,500,000, but, with Richfield and/ternational, Inc., gained about 


TORONTO MONTREAL WINNIPEG, REGINA, CALGARY, EDMONTON, 


SET-UP TO 


a 


GOWE, pverrisers- 


MEMPHIS ¥& 


RALEIGH y 


BIRMINGHAM 


THE PROGRESSSIVE FARMER 
MERCHANDISING OFFICES 


THE PROGRESSIVE FARMER’S four Southern 
advertising and merchandising offices are well equip- 
ped and strategically located to render excellent 
service to advertisers and their agencies in helping 
them to solve sales and merchandising problems in 
any section of the Rural South. 


For instance, one advertiser, through his agency, 
recently requested the Chicago office of The Pro- 
gressive Farmer to find the reason for an unusual 
drop in sales in the Southern farm market in 1944 
as compared to 1943. 


An investigation by the several offices of The Pro- 
gressive Farmer quickly developed a clear picture 
of the situation and provided the agency and the 
advertiser with the answer. 


As a result of these findings, the advertiser and 
his agency are convinced that the Rural South con- 
tinues to be a big market for their product. They are 
also convinced that their advertising must be re- 
designed to overcome the Southern farmer’s long- 


established preference for a competitive product 
made of a different material. 


The Progressive Farmer has rendered wuiis.... 

vice to many advertisers. And through its editori..., 
advertising and merchandising set-up, The Pro- 
gressive Farmer keeps “‘in close neighborly touch”’ 
with the prosperous Southern farm market, and 
provides an intensely localized service to readers 
and advertisers that is not offered by any other 
farm-and-home magazine. r 


The South, Subscribes: to 
_— / _ 


The Progressive Farmer 


\ | 


=| 
Advertising Offices: sirnMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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pan ene en 


Leading Wrigley 
Brands Taken Out 
of Production 


(Continued from Page 1) 


Gum of peacetime quality can no 
longer be produced. Wrigley re- 
fuses to allow its major trade 
names to appear on an inferior 
product. Ergo, its major trade- 
name products disappear until top 
grade gum base is again available. 

The famous Wrigley brands will 
not be made or sold, but P. K. 
Wrigley is first and foremost an 
advertising man, and elimination 
of these brands entirely will ac- 
celerdte, rather than decrease the 
promotion put behind them. So 
during the next few months at 
least, the Wm. Wrigley Jr. Com- 
pany will be in the decidedly un- 
usual position of selling only one 
major brand, Orbit—which it will 
not advertise—and at the same 
time will be advertising at an in- 


creased rate the primary brands 
which are not being manufactured. 

First announcement of the new 
departure in Wrigley operations 
came in a letter to the company’s 
800,000 retail outlets—a _ typical 
Wrigley letter, written by P.K. 
himself—which should be in every 
retailer’s hands by the end of this 
week. 

The letter says: 

You are an important part— 

—of our business so we want to 
keep you posted at all times on any- 
thing we are doing that might affect 
you or your customers. 

Enclosed is proof of a newspaper ad 
that will appear shortly in all of the 
daily newspapers in the country. It 
gives the whole story and we thought 
you would like to have this informa- 
tion in advance of the general public. 

Some few people have doubted the 
sincerity of our move in giving our 
remaining supplies of standard brands 
to the Armed Forces. Some have not 
understood that we brought out Orbit 
frankly and openly as a War-baby 
and did not use the Wrigley name or 
trade-marks because we did not want 
to try and cash in on an established 
reputation with a product that, because 
of war conditions, we did not think we 
could make to the standard of that 
reputation. 

This newspaper campaign, and the 
same information given through exten- 


sive use of chain and spot radio an- 
nouncements, we hope will show our 
friends, and also the doubters, that we 
have been and are sincere, and that 
we really mean just what we say. 

With the discontinuance of standard 
brands more better-grade materials 
still available can be used in Orbit 
gum so that this brand can be im- 
proved, and a portion of our production 
will be made in a peppermint flavor 
that we feel sure your customers will 
like. 

Thanking you for taking your time 
to read this letter and enclosure, we 
are 

Sincerely yours, 
WM. WRIGLEY JR. COMPANY 
Phil K. Wrigley 

P. S.—Enclosing, by permission, one 
of the overseas wrappers used for the 
Armed Forces—thought you would like 
to see this and how we are getting the 
information to your boys we cannot 
reach with advertising, but who we 
think should have the story too. 

The overseas wrapper to which 
Mr. Wrigley refers carries the reg- 
ular Orbit design, except that on 
the side panel appears this: ‘Note: 
All our prewar materials have been 
used up so there is no more Wrig- 
ley’s Spearmint—Doublemint or 
Juicy Fruit being made. Orbit is 
the best gum we can make now 
—it is pure and wholesome but 
not quite good enough to carry the 


Wouldn’t you like to know the 


ANS WETS 


to 104,000 questions 


about home 


furnishings, 


heating equipment and automobiles ? 


plans to buy? 


\ 


S another step in its program to give 
information 
Pittsburgh, The Press has just completed an 
intensive survey of the market for home fur- 


advertisers accurate 


nishings, heating equipment and automobiles. 

An independent market research organization 
asked 1600 Pittsburghers 65 questions each 
about their plans for the purchase of these 


The Pittsburgh Press 


three types of equipment. 


As soon as automobiles, heating 
equipment and house furnishings 


are again available, Pittsburgh 
the sixth largest 
United States 


market in 


largest sources of peacetime sales. 


the 
Ww ill be one of your 


4 IF YOU WANT TO SELL THEM IN PITTSBURGH, 7 
WOULDN’T YOU LIKE TO KNOW: 


AW What home furnishings items the housewife 


What brand of mattress she will 


most likely choose ? 


How many and what kind of 
central heating units 


will be installed ? 


What type of water heating 
equipment is preferred ? 


about 


Represented by the National Advertising 
Department, Scripps-Howard News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


make of automobile? 


The preference for each 


wa 


Ninety-seven per cent of the men and women 
in Pittsburgh who have been earning and sav- 
ing more money than ever before, will go right 
on living here and they will have millions of 
dollars to buy your products. 

For up-to-the-minute information on the 
Pittsburgh market, get in 
nearest Scripps-Howard office. 


touch with the 


In Pittsburgh 
In Daily Circulation 
M In Classified Advertising 
° in Retail Advertising 


in General Advertising 
In Total Advertising 
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Wrigley label. You may still get 
Wrigley brands but they will be 
older than Orbit.” 


No Mention of Orbit 


The newspaper ad referred to in 
the letter is scheduled for inser- 
tion on Monday, through Arthur 
Meyerhoff & Co. It will run in 
every English language daily, in 
either 156 on 4-column, or 117 on 
3-column space. 

Headed, “A letter of apprecia- 
tion to the many friends of Wrig- 
ley’s Spearmint, Doublemint and 
Juicy Fruit chewing gum,” it 
states frankly that “there will be 
no more chewing gum of these 
three famous brands and flavors 
for anyone until we can again 
make gum worthy of these three 
trade-marked labels.” At the bot- 
tom of the ad is an illustration 
which will key Wrigley advertis- 
ing in all media for some time: 
empty wrappers of the three 
brands, with the notation, “These 
wrappers will be empty until fur- 
ther notice.” 

The most remarkable paragraph 
in the ad, however, is the closing 
paragraph, which says: “Until we 
can bring back Wrigley standard 
brands we are making a plain but 
honest Wartime chewing gum to 
help take care of both military and 
civilian needs. We are offering 
this gum to the public only on 
its own merit and for that reason 
it is not associated with any Wrig- 
ley standard brand but has its 
own brand name and flavors.” 

To anyone who doubts the sin- 
cerity of P. K. Wrigley’s statement 
in this paragraph, the answer is 
immediately apparent. The “plain 
but honest wartime gum” is not 
even identified by name! And in- 
cidentally, no press release has 
been sent out on the new move. 
Mr. Wrigley is willing to give the 


facts to anyone who inqui: 
he is making absolutely n 
to get publicity. 

The same message in th: 
paper ad will be presented 


’ bu 
effor 


news 


consecutive days, beginni: ba 
26, via thrice-daily spot announce, 
ments on 170 stations, place 
through Ruthrauff & Ryan, ang 
commercials on the three \Vrigje, 


network shows on CBS wi!! ta, 
up the same refrain beginning Fe} 
20. These shows are “Se 
the Front,” on Tuesday, an: “Tyg 
Front Line” on Thursday, place 
through Meyerhoff; and “A meric, 
in the Air,” on Saturday, places 
through J. Walter Thompson Com. 
pany. 

Car card showings in practically 
every available vehicle in th 
country will begin appearing 
March 1, placements being hap, 
dled by the eight agencies whig 
handle this phase of Wrigley aq 
vertising on a regional basis. The 
card will carry an empty Spear 
mint wrapper, and the message: 
“Remember this wrapper ... ; 
means chewing gum of finest qual 
ity and flavor. It will be empty 
until gum of Wrigley’s Spearmint 
quality can again be made.” 

Beginning March 5, Wrigley wil! 
make use of 24-sheets in ove; 
6,000 cities and towns, again show. 
ing the open wrapper and the 
message: “Remember this wrap- 
per.” The outdoor campaign, in- 
cidentally, is the company’s first 
national use of this medium ip 
some time, largely because Mr 
Wrigley has felt it impossible to 
tell the company’s wartime story 
with the limits on copy length 
which he feels apply to outdoor 
advertising. 


Sells What It Hasn’t 


So, with complete discontinu- 
ance of its major brands, the 
Wrigley company will place more 


_.\ 


ARE YOU 


' POSTER SPACE 
IS AVAILABLE 


one of those whose plans for the 
use of Poster Advertising this year 
were upset by sold-out space condi- 
tions in many key markets? 


IF SO, HERE IS A HAPPY SOLUTION 


A partial curtailment by one of our 
advertisers due to temporary prod- 
uct shortage provides poster space 
throughout the country on 

RAILWAY EXPRESS TRUCKS. 


Your display can start as soon 4s 
you can supply lithographs. 


COAST-TO-COAST OR SECTIONA™ 


If your distribution is Nationé., 
here’s a chance to blanket the cou 
try. If not, showings can be tailored 
to fit specific markets. 


If interested, phone or wire 


DOUGLAS LEIGH POSTER ADVERTISIN®™ 
630 Fifth Ave., New York 20, N. Y. — Circle 6-615° 
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motion behind them than has 
peer. given them since the war 
began, and while the initial ad- 
sing plans at present do not 


pro 


‘xtend much beyond the end of 
March, except for the network 
shows and the outdoor, which will 
alternate in large and small cities 
for a year, it seems likely that dis- 
appearance of the brands will re- 
sult in a sustained offensive to 
keep them fresh in the minds of 


» public. 

Under present plans, Orbit will 
be given no promotion at all, and 
will not be allowed to trade on 
the Wrigley name. It will be dis- 
continued after the supply situa- 
tion eases up. The Orbit brand, 
incidentally, has an_ interesting 
history of its own. The Orbit Lis- 
terated Gum Company was organ- 
zed by Artemas Ward, famed 
advertising man, when he had the 
concessions on the New York L, 
and it was once an important seller 
in the East. Mr. Ward gave the 
company to Harvard, which sub- 
sequently sold it to Wrigley. 


Production Not Affected 


Complete discontinuance of the 
standard Wrigley brands will 
make no appreciable change in the 
total volume of gum which the 
company can produce, and no 
change in the amount available 
for civilians. Wrigley products 
available for civilian use have de- 
clined sharply since the war be- 
gan, and total production of gum 
by the company, including that 
assigned to the armed forces, is 


also reported somewhat below 
peacetime levels, due to shortages 
of sugar,.manpower, wrapping 


materials, etc. 

There has been a great deal of 
speculation over the possibility of 
the Wm. Wrigley Jr. Company 
expanding into other lines after 
the war, but Mr. Wrigley exhibits 
no great excitement over this pos- 
sibility. He believes that there 
will be a vast market for gum and 
he indicates that his major con- 
cern after the war will be to main- 
tain or improve the commanding 
position which the company holds 
in that market. 

Company officials are not too 
excited about any enormous in- 
rease in foreign consumption of 
their products, either. They point 
out that while half-starved Euro- 
peans undoubtedly enjoy getting 
sticks of gum from G.I.s free, it 
will probably be a different story 
when they are asked to pay a 
nickel for a package. 


Negro Newspaper 
Week Feb. 25-March 3 


Annual celebration of National 
Negro Newspaper Week will be 
observed during the week of Feb. 
2) to March 3.. The 1945 celebra- 
tion marks the 118th anniversary 
of the Negro press in the U. S. 

The Negro Newspaper Publish- 
ers Association; "sponsor of the 
elebration, has appointed Frank 
L. Stanley, editor, Louisville De- 
fender, as chairman of the com- 
mittee in charge of promoting and 
oordinating activities for the 
week. Essay contests, forum meet- 
ings, and international radio 
vroadcasts are scheduled, with em- 
phasis to be given to the part the 
newspapers have played in testing 
democratic principles. 


Benton & Bowles Handles 


Maxwell House Contest 


The new. Maxwell House slogan 
‘earch is being handled by Benton 
* Bowles, Maxwell House agency. 
Another agency was _ incorrectly 
fred. ted with the account in a re- 

n the Feb. 12 issue of ApvER- 
MISING AGE. 


_ 


ALL BY ITSELF... 


THE LIMA NEWS 
7 S mites ions any 


other metropolitan city in 


‘ORTHWESTERN 


OHIO 


| 
| 


21 BROOKLINE AVENUE, BOSTON 15, MASS. 


59 


merly with Paris & Peart, New 
York, and Ivey & Ellington, Phila- 
delphia, has rejoined Lynn-Field- 
house, Wilkes-Barre, Pa., as ac- 


COL. W. H. EATON JR. |dent in charge of sales and adver-| Kent & Co., New York, to handle 
New York, Feb. 14.—Word has| ising for the Waitt & Bond Cigar | advertising. Radio, outdoor and 

been received that Col. W. H.|COmpany, died here Sunday in| newspapers will be used. 

Eaton Jr., 38, former sales ee | ree, Hospital. He or gtd _ ee Fieldh 

ager of Shell Oil Company, New | the cigar business in 1913 and was| Hhejoins Lynn-Fieldhouse | count’ executiv irecti 

York, and son of William H. Eaton, | Connected with several cigar firms.| ww. G, Jones, merchandise coun- products Aetertsad at eee 

president and publisher of The | He later became president of Otto | <6) for the past two years and for-! disin " 

American Home, was killed in a|=Hisenlohr & Brothers, cigar manu- | ~ . 4 al 

plane crash in France on Feb. 6. facturer, and in 1940 he joined 

His promotion to brigadier-genera] | Waitt & Bond, where he remained 

was confirmed By the Senate re- | until his recent retirement. 

cently. | 


JOHN JOSEPH ROGERS Names Tracy, Kent | 
New York, Feb. 13.—John Jo- Brick Oven. Bakers, Port Ches- | 
seph Rogers, 54, former vice-presi-| ter, N. Y., has appointed *Tracy; | 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Constreetion, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


Yankee’s “Good Neighbor” Policy 
Creates ACCEPTANCE 


part in the hometown activities, can command. 
This is The Yankee Network's “Good Neighbor” 
policy — getting close to the people, close to the 


nother winter — more time at home for 
Yankee listeners. 

They are the listeners all over New England who 
dial their local stations for more listening —hours audience in each market, linking these many 
of music, drama, news and its analysis, sports — community audiences and markets together to 
make New England’s great Yankee audience of 
2,055,010 radio homes. 

There are twenty-one of these “Good Neigh- 


bor”’ stations. They give closely knit primary cover- 


the infinite variety of superior Yankee Network 
entertainment which those hometown stations can 
give them. 

There is neighborly acceptance of the local sta- 
tion, a friendly response that only a local enter- age of the entire area — the closest approxima- 


prise, serving hometown merchants and taking tion of 100°%, coverage you can buy. 


Htcceplance ¢s THE YANKEE NETWORK'S Youndatiou 


~ THE YANKEE NETWORK, nc. 


Member of the Mutual Broadcasting System 
Represented Nationally by EDWARD PETRY & CO., INC. 
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Manpower Ruling 


at Chicago May 


Hit 75 Agencies 


(Continued from Page 1) 


decided how to act or whether or 
not their staffs will be affected. 
Some of these, including Schwim- 
mer & Scott and Foote, Cone & 
Belding, say that at present their 
staffs are not up to the maxima 
set for them and that the only 
effect the order can have on them 
is to prevent them from hiring 
additional men who may be 
needed. 

In any case, the WMC rulings 
will not have nearly as much 
effect on the agencies as past ac- 
tions of Selective Service have. In 
the first year of the war, as ADVER- 
TIsInc AGE reported in a series of 
articles in November, 1942, agen- 
cies throughout the country lost 
about 15% of their employes. Since 
then agency staffs have been fairly 


static, so far as the number em- 
ployed is concerned. 


About 75 Agencies Affected 


Of the approximately 225 agen- 
cies at Chicago, perhaps as many 
as 75 will be forced to discharge 
employes under the new ruling. 
It does not apply to agencies em- 
ploying fewer than 10 persons, and 
not many more than 70 agencies 
here will therefore come under the 
ruling. Of this group, many do 
not now employ as many people as 
they had on their staffs this time 
last year, if only because of nor- 
mal resignations by those whose 
positions temporarily remain un- 
filled. 

The Chicago Association of 
Commerce’s war problems depart- 
ment reports that non-essential 
firms which refuse to reduce their 
staffs, possibly because they be- 
lieve the WMC order cannot leg- 
ally be enforced, may be subjected 
to effective sanctions by WPB and 
other government agencies. For 
example, WPB officials in the past 
have said that if firms do not obey 
WMC rulings, allocations of ma- 
terials will be stopped, grants of 
certificates of availability may be 
revoked, or adverse publicity may 


be given to the recalcitrants. 

WMC officials say Department 
of Labor investigators will arrive 
soon from Washington to check on 
compliance. 


Tells Discharge Procedure 


Under Mr. Brown’s ruling, and 
according to his letters, excess em- 
ployes must be sent by the non- 
essential companies to the U. S. 
Employment Service where the 
employes will be offered jobs in 
war industries. 
not be placed by USES, they will 
be referred back to the companies, 
which must then send others in 
their place. If a man finally 
placed by USES refuses war plant 
work, WMC will direct his em- 
ployer to fire him, and then will 
prevent other companies from hir- 
ing such a man by not allowing 
him to get USES clearance. 

Under this plan, agencies and 
other companies will not be asked 
to discharge a man until USES 
has found a war job for him. 

Action by the regional office was 
taken following conferences be- 
tween Director Spencer and vari- 
ous labor-management commit- 
tees. The Chicago Association of 


Commerce takes no stand favor- 


How to pull mail... 


172,000 Christmas cards in re- 
sponse to two appeals on Beulah 
Karney’s afternoon program! And 
all Beulah had said was, what a 
7 good idea it would be for people to 
send old Christmas cards to 
wounded veterans for making 
baskets and other 


lampshades, 
gifts! 


Two brief announcements— 
172,000 cards! That’s a record to 


Contact Blue Spot Sales or the Sales Department of 


know all the 


shoot at—and any Blue 


Spot 


salesman will be happy to let you 


details about you 


doing the loading, aiming and 
firing! You won’t be after old 
Christmas cards, of course, but 
case after case like this has proved 
over and over again that WENR 


can get your response, sell your 


market! 


Chicago's Basic Blue Network Stotion 
890 ke. — 50,000 wotts—cleor channel 


goods, in this great Mid-Western 


OWNED AND OPERATED BY THE AMERICAN BROADCASTING CO. 
CHICAGO - NEW YORK - WASHINGTON - PITTSBURGH - SAN FRANCISCO + HOLLYWOOD ~- DETROIT 


If the men can-| 
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ing or opposing the action. 

Ex-servicemen are not specifi- 
cally mentioned in the orders but 
Mr. Brown has declared that they 
are excepted from the ruling, as 
are part-time employes. 


NEW YORK IN CLEAR 
ON MANPOWER REDUCTION 


New York, Feb. 15.—The orders 
issued by Dean William H. Spen- 
cer, regional director for the WMC 
for Illinois, Indiana and Wiscon- 
|sin, calling on employers of non- 
essential workers who have 10 or 
more employes to transfer 10% of 
their workers to war plants, will 
not necessarily be followed by di- 
rectors in other “No. 1 critical’ 
labor shortage areas, WMC offices 
here pointed out. 

Whatever action is taken on em- 
ployes of advertising agency, pub- 
lishing and other concerns, it was 
explained, will be by the regional 


and local WMC boards most 
affected. Boards in the 71 “No. 
1 areas” are taking labor inven- 


tories now and their decisions will 
be based on on-the-ground con- 
ditions there. 


Expect No Action 


Buffalo is the only “No. 1” com- 
munity in New York State. New 
York City, with its tens of thou- 
sands of advertising and publish- 
ing workers, is a ‘No. 4” commu- 
nity and WMC officials here 
expect to take no over-all action 
affecting these organizations and 
their employes, unless conditions 
become much worse. 

Among the major “No. 1” cities 
which may be affected, however, 
are Akron, Baltimore, Buffalo, 
Detroit, Los Angeles, Minneapolis, 
Philadelphia, Portland, Ore., Rich- 
mond, Va., Salt Lake City, San 
Diego, San Francisco, Seattle, Ta- 
/coma, and Washington, D. C. 

The American Association of 
Advertising Agencies, ADVERTISING 
AGE was told, expects to make no 
formal comment on the Chicago 
action. The Four A’s, it is said, 


is willing to consult with a‘‘ecteg 
agency employers, but will : ot try 
to present cases for them ‘5 tha 
WMC. Agencies in smaller “yp 
1” communities may need more 
advice than those in larger cv nter, 


Publishers Little Worri q 


American Newspaper Pub is 
Association reports that the 
at Washington has ruled tha 
newspapers are not “critica!” py 
“essential.” Decisions on the 
of workers on individual newspa- 
pers are up to the local boards 

National Publishers Assoc; 
has told members that each indj- 
vidual publication must pro 
own essentiality. There is no aj. 
embracing definition of this 4 
publication must apply for a def. 
nition for its individual case. }; 
held locally to be non-essential, g 
publication may appeal to Wc 
at Washington. 

Associated Business Papers 
headquarters here as yet has nx 
information on the Chicago WMc 
action, and no comment to make 
on it. It is believed, however 
that business papers generally may 
be less affected than some other 
types of publications. 


BOSTON, BALTIMORE HIT; 
OTHERS MAY FOLLOW 


Washington, Feb. 15.—War Man- 
power Commission regional offices 
are losing little time taking advan- 
tage of staff field instructions is- 
sued Jan. 23 suggesting roll- 
back employment ceilings in tight 
labor areas, officials report, with 
less essential industries in numer- 
ous communities already feeling 
the pinch. 

By its Jan. 23 order, WMC av- 
thorized regional directors to apply 
roll-backs in any of the 71 com- 
munities in Group 1 or the 119 in 
Group 2, or any other community 
where a war plant is behind sched- 
ule in production. 

First publicized test of the roll- 
back was in Allentown, Pa., where 


|male help was taken from brewer- 
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nity 
hed- 


roll- 
here 
wer- 


hes 
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Ad 

ies, bottling works and a few other | 
jvilan activities. Baltimore and | 
r go follow with 


’ roll-backs for all non-war 
ishments. a 
In both cases the original roll- 
is 5%, followed by a second 
Similar roll-backs have been 
ered in Boston, and officials ex- 
that before long they will be- 
common in tight labor areas 
shout the country. 

Called Effective 
Apparently offered as the WMC 
wer to other government agen- 

‘hat want a national service 
the employment ceilings are 


ans 
eS 
ct, 
jefe! 
mum of inconvenience to employ- 


xs and individuals. 

Despite their imposing charac- 
er, they are characterized as “vol- 
wntary’ Manpower measures, as 
pppose d to national service applied 
rectly to individuals by their 
raft boards. 

With labor, management and ag- 
culture strongly fighting the na- 
ional service bill, and the adminis- 
ration split wide open on it, the 
oll-back ceiling has come to the 
ront as the probable maximum in 
manpower regulations, although 
fraft boards will probably con- 
inue to do their bit to pressure 
egistered individuals into war 
obs. 

The WMC favors its ceiling pro- 
ram above such pressures on the 
rounds that it is less drastic for 
on-war plants to adjust them- 
elves to a 10% reduction in their 
taffs than constantly to be pulling 
ndividuals out of jobs. 


HARLES W. HOUSTON 
Pittsburgh, Feb. 13.—Charles W. 
Houston, 87, last surviving mem- 
er of a group which founded the 
Pittsburgh Press, died Feb. 7 of 
neumonia in West Penn Hospital. 
lr. Houston and his associates 
arted the Penny Press on June 
3, 1884, which later became the 
Pittsburgh Press. He sold his in- 
rests in 1900. 


OBERT L. MURRAY 

Montreal, Feb. 12.— Robert L. 
lurray, 55, director of public re- 
ations for the American Society 
f Composers, Authors and Pub- 
shers since 1940, and previously 
dvertising manager of Auto- 
ridge, died suddenly of a heart 
ttack last Saturday, while visit- | 
ig in Canada. Mr. Murray was | 
ssociated with various Hearst 
ublications and newspapers for 


l years, inaugurating the first 


ied as effective, with a mini- | 


icture tabloid page for the Boston 
erald, which was a forerunner of | 
resent tabloid newspapers. He) 
is also editor of the New York | 
merican, and later managing edi- 
r of the Newark Ledger. 


. A. CROTHERS 
San Francisco, Feb. 13.—R. A. 
rothers, former owner and pub- 


Sher of the old San Francisco 
ulletin, died at his home here 
eo. 7. He would have been 92 


) April. A native of Canada, Mr. 
rothers was educated at McGill 
hiversity, receiving his law de- 
fee there in 1878. He came to 
en Francisco in 1891, and four 
ars later bought the Bulletin. 
née newspaper was later pur- 
lased by William Randolph 
who formed the present 
all-Bulletin. 


RED |. WRIGHT 

st. Louis, Feb. 13.—Fred J. 
62, head of the Fred 
"ight Company, publishers’ rep- 
tive, died at his home here 


earst 


"MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


the a . — | 


sational descriptive booklet of 

the lding Market. Contains informa- 

tion ‘= partially presented that's easily 

. ‘ood about the building that all 
e 


xing is about. 
Sen 


; or a copy of this booklet, just 
off + 


press, or ask your advertising 
about it. 
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Feb. 11. Mr. right had been associ- 
ated with his sons in the publish- 


“across the | ers’ representative business in St. 


Louis since 1928, and was widely 
known in the Midwest advertising 
field. 


LAWRENCE M. McDERMOTT 

Chicago, Feb. 15.—Lawrence M. 
McDermott, 62, professor of adver- 
tising and marketing at De Paul 
University since 1930, died of a 
heart attack at his home here Feb. 
14. Services will be held at his 
birthplace, Cortland, N. Y. 

Mr. McDermott, who had been 


superintendent of schools in Ma- 
nila for four years and later U. S. 
consul in Strasbourg, Germany, 
specialized in consumer research 
work in Chicago and conducted 
numerous surveys for the govern- 
ment. 


EARL N. PEAK 

Marshalltown, Ia., Feb. 13.— 
Earl N. Peak, 56, owner of Sta- 
tion KFJB, here, died Jan. 31. He 
is survived by his widow, two sons, 
Lt. Col. Earl W. Peak, serving in 
the Philippines, and Kenneth, as- 
sociated in business with his 


father, and a daughter, Mrs. L. N. 
Hockett, of Marshalltown. 


ALICE FOOTE MacDOUGALL 


New York, Feb. 13.—Mrs. Alice 
Foote MacDougall, 77, died here 
Feb. 10. Mrs. MacDougall, who 
built a chain of restaurants out of 
$38 and a coffee blending formula, 
was one of the most fabulous 
career women of her time. During 
the twenties and early thirties she 
had six establishments and one 
time remarked, “When 1,000 
people a day ate in my 46th St. 


61° 


restaurant I thought we had a ba} 
day.” . 
In 1930 Mrs. Dougall severed? 
her connection with the businesg} 
but after 22 months under the ne 
management the chain went int 
receivership. Mrs. MacDougal 
began her career again and in siz 
months had regained control of th eo ae 
shops. She retired permanently¢ > e 
however, in 1935. 5 - 


Humphrey Office Moved 


H. B. Humphrey Company, Bos- 
ton, has moved its New York office 
to 420 Lexington Ave. 
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1834—ITALY 


1836—JAPAN 


1937—SHIPPING 
1939—NEW YORK CITY 
1940-U. S.A. 

1941—AVIATION 
1941—DEFENSE 


1944—JAPAN 


The ninth single-subject issue in its history is the February FORTUNE, 
devoted exclusively to The Pacific Coast... . because, war-industrialized, 
the West once again contains the unlimited potentialities of a true 
frontier .... because the abundance of its resources, the variety of its 
land, the vigor of its people must be understood to comprehend the 
terrific momentum of its economic revolution ... . because in the future 


the West is making for itself lies the future of all the United States. 
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OF THE WEEK 


4 


ECEIVES AWARD—L. A. Williams, left, executive assistant to Frank Mc- 
aughlin, president of Puget Sound Power & Light Co., Seattle, receives the 
ward his company won for doing “the best job of publicizing the state of 


-— 


ashington to the nation," 


John L. Locke, chairman of the Seattle Chamber 
of Commerce, is shown making the presentation. 


PHOTOGRAPHIC REVIEW 


DICTATOR—Johnson & Johnson, New 
Brunswick, N. J., is using February- 
April issues of ten women's, farm and 
general magazines for a baby oil and 
powder ad, for which this is the illus- 
tration. Young & Rubicam, New York, 


is the agency. 


Dramatic 


effect is 


achieved by reversing traditional roles 
of mother and baby. 


aN 
‘ee ae | Me 4 " 3 # 


HOLLYWOOD GET-TOGETHER—Shown here at the premiere of “The Eddie 
Bracken Story" are, left to right: R. H. Cantley, sales manager, Standard 
Brands; Lewis S. Frost, NBC program director; Eddie Bracken; Mann Holiner, 
producer, and W. B. Lewis, radio chief, Kenyon & Eckhardt. The show is spon- 
sored by Standard Brands for Fleischmann's yeast and Blue Bonnet margarine. 


'TRAVELER'—In the office of Arkansas Secretary of State C. G. Hall, Frank G. 
Clancy, Miles Laboratories, receives the honorary “Arkansas Traveler" cer- 
tificate. Left to right: |. C. Atchler, West Coast representative of Miles; 
Mr. Clancy; G. E. Zimmerman, general manager of KARK, Little Rock; Secre- 
tary of State Hall, and Julian F. Haas, KARK commercial manager. 


A Postwar “Dream Picture’’ That Might Come True—and What It Would Mean to the Economy 


POSTWAR MARKET OPPORTUNITY PROVIDING FULL 
EMPLOYMENT-DISTRIBUTION OF TOTAL OUTPUT OF 


GOODS AND SERVICES 


POST-WAR 
WAR PEAK OPPORTUNITY 


$205.0 4200.0 TOTAL Nar 
(®uu0Ns) 
ao corenmvent 
GOVERNMENT (194 
mcwwoes #90 
BILLION WAR) 
) PRIVA’ 
220 
U5.0 
/ 
i 
PRE-WAR f 
j/ 
Totat NATIONAL PRopuct $99.4 if 
(eusiows) 4971.0 y 
GOVERNMENT SA 
wom q / (Goods ond Services) 
TRAE CAPTAL OUTLAY | 17.6 | ~ (/ “60 MUST DOUBLE 
rly fe | 147 1 PRE-WAR 
sauts ro consumers |70.8) [65,7 
(Goods and Services) 
1929 1940 1945 estas 
(est) even 
SALES TO CONSUMERS 
ng durable ond semr-durable goods 436.4 1344 60.0 +75.0 
Dwrable goods 99 14 60 BO 
ervees (housing, transportation, 24.5 B39 31.0 470 
utlities, ete) —— —_—— —_—_ —— 
Total 470.8 “s7 197.0 +45.0 


HOW PRODUCTION AT FULL EMPLOYMENT CAN PROVIDE 
THE INCOME FOR INCREASED POST-WAR LIVING STANDARDS 


DISTRIBUTION OF GROSS RECEIPTS FROM PRODUCTION 


TOTAL NATIONAL PRODUCT 


BUSINESS TAXES 


BUSINESS RESERVES 


L, yaorstaisureo come rRosiTs 


INCOME TO INDIVIDUALS FROM PRODUCTION 
INTEREST, DIVIDENDS RET RENTS ROYALTIES 


FARMERS 


PROFESSIONAL £ SELF-EMPLOYED 


COMPENSATION OF 
EMPLOYEES 


POST-WAR 
WAR PEAK OPPORTUNITY 
4205.0 #2000 
‘gear, (OrKurons) 
30.0| | 200 
Fea} [i80] 
15.0] bs5- 
304 = 4- 33 ais 
150 20.0 
PRE-WAR | 16.0 | [12.0 
'-—--—- 
wanromar Proouct 99.4 foes alan 
ae (enwons) $970 i r 
BUSINESS TAXES 7. 
BUSINESS RESERVES rai] hd 
\nconst TO wornbua.s FROM PRODUCTION 15.4 1 TR. 
ee CRE] bet (N30) [60 
cme TT Pe 
COMPENSATION OF 53.0 524 
EMPLOYEES 
1929 1940 «1945 "Twas 
(est) Lever 
TOTAL NATIONAL INCOME 83.3 778 160.0 168.0 
Paid to individuals from produchon 62.1 16.0 157.0 163.0 
Undistributed corporate profits 12 18 3.0 5.0 
62.6 765 157.0 165.0 
Paid to individuals from production 82.1 160 157.0 163.0 
Net relief, social security, etc os os 00 10 


RETAIL TRADE OPPORTUNITY IN A‘200 BILLION ECONOMY 


1940 


OPPORTUNITY 
Tota j 
ral National Product $97,000,000,000___ 200000000000 


Total Sales to Consumers 
(Goods & Services ) 


65,700,000,000___145,000,000,000 


(otal Retail Trade. seuces) __45,694,000,.000___ 100000000000 
Total Wages & Salaries 5,505,000.000____10,000000,000 , 
Per Cent of Retail Sales 12% 10% 
Total Employees 5,140,000. 6309.000 
Average Anal Woge____$1, 07102060, #1, 59043060 


The increase of |,160,000 in number employed would represent less than | additional 
employee each for the 330,400 retail firms existing in 1943. The increased sales per employee 
would justify about a 50% increase in annual wages per employee while allowing an increase 
in the margin of profit resulting from a decreased cost of labor per dollar of sales 


POST-WAR OPPORTUNITY 


FOR INCREASED LIVING STANDARDS 


POST-WAR 


Based on National Income 
Payments To Individuals 


WAR PEAK OPPORTUNITY 


Uncer Optimum Employment 


$165.0 (suioss) 
BILLIONS OF DOLLARS ) 157.0 10.0 | savincs 

10.0 PERSONAL TAXES 
36.0 
/| 24.0 

PRE-WAR 
hee $82.6 CONSUMER 
mee FOR 60008 AND 


a) sare Us tam of ob are Ten Years After Armistice (1928) 460 (84 759 633 673 4169 


SERVICES 


EXPANSION OF MARKET 
FOR CONSUMER GOODS AND SERVICES 


Doubling of national consumption of consumer goods and services is entirely 
possible in a post-war high level economy of a $200 billion national product. 
Consumption can be increased if purchasing power is maintained through 
full employment at present levels of productivity. 


Annual Family Income Group 


WITH FAMILY 194! 


PER CENT 
INCREASE IN 


$25 PeRweex —-SSO.PER WEEK =©—»CONSUMPTION 


$1000. -$1,800. 


(Si%ewere below (35% were above 


$1,500. in 1941) 
Total family expenditures 
for goods and services $1,155 
Food 39 
Housing. fuel. light and 
refrigerafion 217 
Household operation 47 
Furnishings and eq ip + 63 
Clothing 132 
Auto transportation 101 
Other transportation 19 
Personal care 24 
Medical care 62 
Tobacco 27 
Recreation 33 
Reading iT 
Formal education 6 
uM IL family p 14 


$2000 - $3,000. 
$2,000. in 1941 ) 
$2.214 92% 
695 714 
39) 80 
97 106 
139 12) 
270 105 
237 135 
4\ 116 
4) % 
10 69 
41 4 
84 155 
22 100 
16 167 
23 64 


Increased Consumer Demand Can Add 11,000,000 Post-War Jobs 
Over 1940 and Can Support Higher Wages Per Employee 


POST-WAR OPPORTUNITY 


1940 fecramn AVERAGE PER 
CREASE TOTAL tarvoret MUMOER 
TOA waees AVERAGE MUMOER OF 1 DE MANO, wees & APPROR oF 
b sanes* Pen EMOTE WORKERS oven ao"* SALARIES 149-44 Levens WORKERS 
(Mithone | ty) ( Theva ) (Per Cent) (Mallon, $) (Thows) 
Total Non-Agricultural 455,026 41,530 36,000 100% 119.000 ___ 12340 47,000 
Manufacturing 15,372 1434 10.720 125 34,100 2,200 15.850 
Self employed, finance, 
services & misc 16,777 1,870 8990 100 33,500 3,000 10.550 
Trade - Retail and 
wholesale 8404 1236 6,800 80 15,100 800 8400 
Government - Federal & Local 
excluding Armed Forces 6,300 1400 4,240 40 9,000 1800 5,000 
Transportation and 
Public Utilities 5,167 680 3,080 100 10,300 2,500 4100 
Contract Construction 1,674 1369 1,220 200 5,000 2500 2,000 
Mining 1,332 1396 950 80 2400 2,200 1,100 
Agricultural Employed = _ 10,000 _ — _ 10,000 
Total Civilian Employed _ _ 46,000 -- _ — ____$7,000 
© Incudes income of non agriculture! self employed 
*° Based on indicated consumer demond possible with a median fomily income of 1SO per week instead of the pre-war'?S per week 
f justified by full employment ond mointenonce of proved present levels of productivity per employed civilian 
Did We Return To P Levels After World War I? 
rota. mamta) ee 
tmrormnt eearvoveo (CORPORA OMT rove. 
including ” MATIOMAL PER CAPITA rota GaOSS mATiOMA: 
armed forces smousTer imcOme secomet mcome ADVE RTHSING 
(Mitlons oF Persons) (Bithons) (Bithons) (i sthons) 
Pre-war (1914) 376 06=— 45) $31.2) = 8319S No Data 9916 


War Peak (1918) 442 #177 570 550 %442 1587 


First Peace Year (1919) 4200 172 629 599 52.3 2574 


Five Years After Armistice (1923) 430 179 65.7 589 562 3422 


“Se ar seven of the charts which Arno H. Johnson of J. Walter Thompson Company 


od j 
SS ed services annually to consumers would assure full postwar employment. 


They demonstrat 


showed to the Sales Executives C 


lub of New York last week, when he said that only the sale of $145 billion in 
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DIDN T LIKE fy Sy 
ADVERTISING | 


DOOGLE 
BUSHEL 


1. The Doogle plants had war orders—couldn’t make 2. They tried again. Big broadcast, with movie stirs, 
Doogle Dump Trucks. ‘‘We ought to advertise, keep _ national hookup. “Radio? Got no time to listen to it, 
the name alive.’”” Old Man Doogle said ‘‘No!” Only women do!”’ said the dour Doogle. 


THE FUNMES, 


THE 
DOOGLE 
BUSHEL 


3. “Magazines? Never read’em. Neitherdoesanybody 4. “Newspapers? War news is what people want— 5. Beale worked Sundays, too. The V. P. in one 
else these days. They just clutter up the mail boxesand _ not dump truck ads,”’ said the dubious Doogle. “Stop — of Lease-Lend came in, found Doogle reading the 
library tables. Superfluous!” said the difficult Doogle. | annoying me with these insane ideas.” funnies. So they framed him, got up some layouts... 


THE OLD 
{PEOPLE SEX pO0GLE 


wel 


6. “Lissen, chief! Why don’t we show comic strip 7. Metropolitan Group Sunday comics put Doogle Men who used to call him an Old Crab now say 
stories of Doogle Dump Trucks in Alaska and Algeria?”?”, Dump Trucks on the map. Some postwar orders are ‘‘Hiyah, Mister Doogle”’ . . . Next week Doogle goes to 
Doogle glared. Then he looked.“‘Ah,” hesaidsmiling... in already. Big operators everywhere will use Doogles! | Washington to get his ‘‘P” as a postwar planner. 


, you sell trucks, tomato soup, tea or better mousetrap, Metropolitan Group comics sections will carry 
your message to more people! Forty-three great Sunday papers with 15,000,000 circulation, cover ihe beticr 
buying half of the nation’s families... give over 50% coverage in 457 cities, more than 20% in 820 cities, «ll 
better than 10,000 population . . . offer comic sections read by three-fourths of all adults, and virtually all 
children, reach whole families at home, on Sunday. With wide distribution, high readership, Metropolitan 
Group gives a big space unit and four colors. One piece of copy, one order, one bill cover the transaction 


at one time, and one low cost. Investigate! 


The first national newspaper network . . Metropolitan Group 


I) \\\ \ “‘\ Comics Section Advertising in; Baltimore Sun « Boston Globe « Chicago Tribune « Cleveland Plain Dealer * Detroit News * New York ws 
+ \\\\ \\ . § ~~ Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat « Washington Star « Des Moines Register « Milwaukee Journal « Minneapolis Tr) :"¢ 
St. Paul Pioneer Press ¢ ALTERNATES: Boston Herald « Detroit Free Press ¢ New York Herald Tribune ¢ St. Louis Post-Dispatch * Washington © 0st 
opTionAL: Atlanta Journal « Buffalo Courier-Express * Cincinnati Enquirer ¢ Columbus Dispatch * Dallas News * Houston Chro:ic!¢ 
New Orleans Times-Picayune-States « Omaha World-Herald ¢ Providence Journal « Rochester Democrat & Chronicle « San Antonio Ex 
Springfield Union & Republican « Syracuse Post-Standard « METRO PACIFIC: FresnoBee « Long Beach Press-Telegram « LosAngeles Times ¢ Oakland Tri 
Oregon Journal « Sacramento Bee « San Diego Union e San Francisco Chronicle « Seattle Times *« Spokane Spokesman-Review « Tacoma News Tr: 


220 E. 42d St., New York 17 « Tribune Tower, Cuicaco 11 « New Center Bldg., Derrorr 2 + 155 Montgomery St., SAN Francis 4 
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